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NATIONAL VOICE 


He’s a $352 sales potential 
for Pedwin retailers 


-—and by 1965 there'll be 18,547,000 like him buying 74,188,000 pairs of shoes 


Between the ages of 14 and 21, this young man 
will buy 32 pairs of shoes—four pairs a year. 
At an average price of $11, this one customer 
represents a volume of $352. 
And young men like him are due for a big 
increase in the next five years. By 1965, 
there will be 18,547,000 young fellows who will 


Quality at your feet 


buy 74,188,000 pairs of shoes a year! 

Pedwin is giving its retailers the styles—the 
advertising—the promotion—for store leader- 
ship in this exploding area of business. 


Why not get moving now and get your 
share? Pedwin can help you, and all you’ve 
got to do for full details is write Bill O’Rourke, 
sales manager, Pedwin Division, Brown Shoe 
Company, St. Louis. 


BROMN BOD COA On med 6 LO) UNL GLO U ra Uh @ 


St. Louis... Makers of: Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown « Official Boy Scout Shoes * Official Girl Scout Shoes 
Life Stride « Miss America ¢ Naturalizer * Pedwin © Propr-Bilt * Risqué * Robin Hood * Robinette * Roblee * Smartaire 











” Smart Pump’. Ze 


always PANDORA... 


the smart, crisply tailored 


, suit shoe for town and abroad... 
/ and, naturally, crafted in the 
finest calf Hubschman’s, of course 


_..in the gloriously rich colours for fall 


HupscHMAN’S CALF 


#3379 Deep Amber. Also in #349 Bankers Grey, 
#572 Town Brown, #564 Beetroot, #3344 Tartan Green 
... by Newton Elkin Shoe Co., Philadelphia 34 
E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23 . . . Fashion Office: 261 Fifth Avenue, New York 16 




















NO GAME 
OF CHANCE 


when you choose 


No. 6032 


In Stock 
Patent Leather 
One Strap 


4 to 6 
642 to 8 
812 to 12 
121%2 to 3 


Also in-stock in White, 
No. 6081. 


There is no game of chance when you carry a 
complete line of Kali-sten-iks shoes. 
Quality crafting and styling — assure you 
a quick turnover of your stock. 






No. 4165 


In Stock 
Brown Oxford 
with Allenite Tip 


62a to 8 
812 to 12 
1242 to. 3 


See your Kali-sten-iks representative 
or write us — now! 


“WL Reames 


Also in-stock in Black, 
No. 4125. 
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DIRECT CONNECTION TO YOUR CUSTOMERS 


NATIONAL ADVERTISING — MAGAZINES, 


NEWSPAPERS, TV-NATIONWIDE — we go right 4. WHEN IT IS NEWS NATIONALLY 
' #1 VALUE SHOE ADVERTISED 
to your customers. You have to keep plugging ' 


the line all the time to make sure they know a 


THE NEW FASHION 2. 


who you are. And we do—season after season, 
year after year, with good advertising — to 


millions upon millions of women and girls. 
MARK-DOWNS 


1. 
#1 BIG BRAND 10. 


THE a PRODUCT 
: 8. OF 40 YEARS’ 
WIERICAV 1K, BIG IN STOCK q EXPERIENCE 
REPRESENTS 4 


VOLUME PRICES 


SHOE ENTIRE LINE $6.99-$11.99 
288 A Street, Boston, Massachusetts » Div.: Consolidated National Shoe Corp THE LINE FOR SMART OPERATORS 
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grained-in 


CAPRELLO 


Glovey, drapeable, pleatable. 
Easily cleaned with a damp cloth. 


Beautiful, exclusive colors for 
Resort and Spring 


COSMIC 


Pure aniline coloring and finishing... 
unique boarding. 
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FOUNDED 1882 
77 YEARS CONTINUOUS SERVICE 
TO THE SHOE INDUSTRY 


EVERIT B. TERHUNE, JR. Headlines 


Publi 
ublisher Baker Reporting from Washington 


Editor Editorial 


EDITORIAL STAFF Voice of the Trade 
Managing Editor 


JOHN J. REILLY 


James Edmonds Profile: Emil Haug 

Associate Editor, News oa. H 
Children's Fachions” Pattern Portrait: Dressy Moccasin Style . 

Estelle G. Anderson Surf Light: Pastels and White Launched for 


Fashion Editor 
Eleanor Maud Rutty Resort Wear 


Associate Editors Report on the Russian Shoe Industry 
.@) A. Th 
Richard C. Edstrom Salute to American Design: Al Careaga 
Resserch Giiter U. S. Footwear Shows Big Gains for First Six 
John B. Prader 
Months 


Sales Training Series: eniitia Selling 


Field Editor 
William A. Rossi 


News Editor 


Roland M. Wright Inside Shoe Business 


Make-up Editor : 
Mary L. O'Leary Retail Trade News . 


Manufacturing News 


CORRESPONDENTS Dates to Remember 


Washington: George H. Baker, Ray 
~ yen Neil R. a Salesmen on the Road 
ston and New England, Owen A. 
Thomas; Chicago Area, Bernice Shoe News 
Stevens Decker; St. Louis and South- 
west, Geraldine Epp, Virginia S. 
Marshall; Mountain States Area, Salesmen & Suppliers 
Vivian Anderson; Los Angeles Area, 
Norman Phillips; Milwaukee, Benn Personnel 
Oliman; Minneapolis, Donald M. 
Lyons; Houston, Barbara W. Levy. 


Paul Wooton, Washington Member 
Chilton Editorial Board. U) Copyright, 1959, by 
Robert Gunning, Readability Con- staan aioe esiaocittaadaiial 


sultant. Executive Offices 
Chestnut and 56th Sts., Philadelphia 39, Pa., U. S. A. 
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CERTIFIED and COMMENDED VINYL FABRIC 


More and more Shoe Manufacturers are turning to FEDERAN, the 
QUALITY PROVEN vinyl fabric, to keep ahead of the mounting costs and 
to maintain highly competitive quality in every price range. 


FEDERAN’s leather-like grains, highly stylized textures and rich colors 
lead the way in beauty, durability and dependability. 

FEDERAN is QUALITY TESTED, CERTIFIED and COMMENDED by the in- 
dependent laboratories of the United States Testing Co. and Parents’ 
Magazine . . . and bears these two important seals on all of the distinc- 
tive hang-tags, labels, and other attractive point of purchase sales aid 
material. 

BE SURE to investigate the COMPLETE FEDERAN STORY . . . QUALITY 
... Patterns... Colors ... Price .. . Merchandising Assistance . . . 
before you make your final selections for your spring lines. 
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 NEoLITE says: V()I} CAN BET YOUR BO 





NEOLITE helps best-selling brands of shoes 
sell even better... because 


NEOLITE is the most famous brand of soles in the world. 

NEOLITE is the most advertised brand of soles in the world. 

NEOLITE is the world’s most popular sole for long wear . . . it’s damp-proof, too. 
The name NEOLITE on the sole of a shoe gives assurance of quality and economy. 


Are you using the sales-building power of NEOLITE? Get the facts 


and you'll see for yourself why you should. See your Goodyear Representative, or, 
if you prefer, write to: Goodyear, Shoe Products Division, Akron 16, Ohio. 
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DOLLAR ON 


“T"E sotes: 


WOMEN’S 
CHILDREN’S 


Comparative In-Use Tests Keep Proving 
the Long-wearing Qualities of NEOLITE! 
Subjects wear one shoe soled with NEOLITE, the other shoe 
with an ordinary soling material. This unretouched photo 
shows the typical results of this continuous testing. Left: Or- 
dinary soling . .. completely worn through. Right: NEOLITE.. . 
soling intact, good for many more months of wear. 


Watch the award-winning GOODYEAR THEATER on TV every other Monday evening 


Z 
ONLY BY oO (f DFY EAR 


NEOLITE, AN ELASTOMER-RESIN BLEND, TM — THE GOODYEAR TIRE &@ RUBBER COMPANY, AKRON, OHIO 
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“6-MONTH 
GUARANTEE? 


“THERE'S NOTHING 


“PROFITS COME EASY 
TOUGH , 


When You Get Feaf!” 


Fred King (of King Brothers Shoe Co., 
Bristol, Tenn.) will tell you! “Tuf is the 
line of vulcanized footwear that stores can 
sell with a healthy margin of profit — and 
still give the consumer a great buy!’ Tuf 

English-made quality, handsome styl- 
ing and the 6-month guarantee! Get Tuf — 
it’s profitable!" 


| ‘wal 
Th gr’ 
IT MUST BE Beak? 
“Tuf has what it takes— and proves it 
with a big 6-month guarantee,"’ says Don 
Stockwell, Divisional Sales Manager, Dunham 
Brothers Company, Brattleboro, Vt. ‘‘Tuf is 
the new buy-word in America, with its 
English-made quality, vulcanized construc- 
tion, and handsome styling Get Tuf — 
it's profitable!” 


7733 P 


# < 
\ ma Ploted Elk £7762 Men's Wine 
\ 9" Blucher Plated Elk, Neoprene 
' Sizes 6-12. oilproof sole. 

Cost $6.35 Sizes 6-12. 

West Coast— 

in Oxfords. & 

in xfords 

6" Boots. Cost — $5.95 


“YOUR CUSTOMERS | [x 
ARE WAITING WE SELL Tea 


About Selling Teaf!” 


Says Nat Rosenberg of B Rosenberg & Sons 
New Orleans ‘The selling just naturally 
comes easier and so does the profit 
when you stock Tuf! With its English-made 
quality, special vulcanized construction plus 
the big 6-month guarantee, Tuf just can't 
miss! Get Tuf it's profitable 


27740 Men's Black Ploted 
ELK 6” Blucher Sizes 6-12 


27741 Same in Brown 


a 
Cost — $5.65 


West Coost — $5.90 


“TOUGH SELLING? 








BECAUSE WE'RE 
SOLD ON Teaf / 


in a Tuf-buying mood, because this English- Says Kenneth Payne, Vice-President of 


. t il 
Not if vou get Tea’ || for YOU toGET Tan! 


St. Louis: “The selling may be tough Maury Waldman, of Solnit/Buckingham & 
until you GET TUF, the new line of English- Hecht, Los Angeles, says: ‘‘Consumers are 
made vulcanized footwear with the sales- 
clinching 6-month guarantee! GET Tuf made vulcanized footwear has style, quality, 
— it's profitable! low price plus a six-month guarantee! 
No wonder your customers are waiting for 


Ainsworth Shoe Company, Toledo: ‘This 
English-made vulcanized footwear has style, 
quality, low price — plus a big 6-month 
guarantee! GET Tuf — it's profitable!’ 


Men's Black 
Pebble Grain 
ELK 6” Blucher. 
Also Oxfords & 
Hi-cuts. 


you to get Tuf!" 


-7752 Men's Black 
Calf Oxford, Full 
Leather Lined 


=7753 — Some in 


Men's Kip 
Oxford, Black 
or Brown. 


Brown. Sizes 6-12 
Also Oxfords & 
Hi-cuts. 


come 


LIFE 


Call — Write — Wire — Your Nearest Distributor! 


DUNHAM BROTHERS COMPANY 
Brattieboro, Vermont 


Also Boots & 
Hi-cuts. 


oor 


7744 
Cost — $5.25 


West Coast — $5.50 


Cost — $5.95 


West Coast — $6.20 


Cost — $6.65 


West Coast — $6.90 























SOLNIT/BUCKINGHAM & HECHT 
817 South Los Angeles Street 
Los Angeles 14, California 


KING BROTHERS 
SHOE COMPANY, INC 
Bristol, Tennessee 


B. ROSENBERG & SONS 
215-225 Decatur Street 
New Orleans ]6, Louisiana 


THE AINSWORTH SHOE CO. 


610 Monroe Street 
Toledo 4, Ohio 


Taf ! 


FROM YOUR NEAREST 
& DISTRIBUTOR * MODERN SHOE COMPANY 
12th & Washington Avenue 
St. Louis 3, Missouri 
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Whether 
Weather... ? 


~-The effect of weather on retail selling was the sub- 
ject of a recent statistical analysis by the National 
Industrial Conference Board. Their findings, based 
on the comparison of daily department store sales 
with Weather Bureau records over a two-year period 
in New York City, are most interesting. 


—They found no evidence that a weather-precipitated 
slump is offset by a surge of pent up demand at the 
retail counter when the barometer turns to “fair.” 


—The duration of rain makes a big difference in the 
damage it does to sales. With three hours or less of 
drizzle, sales volume in downtown department stores 
slips about five per cent, on the average—as com- 
pared with good shopping weather. With four to six 
hours of wetness, the deficit exceeds eight per cent 
and in an all-day rain, the loss is over fifteen per 
cent. 


—Density of rainfall seems to be of slight account; but 
time of day in which rain falls does make a dif- 
ference. Sales are most vulnerable when the morn- 
ing is wet... a little less so when rain comes only 
in the afternoon or in the evening of night openings. 


—Rain on Monday dampens business a little less than 
rain on other days of the shopping week . . . due, 
no doubt, to relatively heavy Sunday newspaper pro- 
motions. 


—Saturday traffic also appears to withstand the rain 
with more success, indicating that those who have 
little time to shop during the week are not easily 
daunted on week-ends. 


—The second of two consecutive days of rain is gen- 
erally hit the hardest. 


—Available data indicate that the merchant does not 
recover many of the sales he lost to poor weather. 


—For some, rain clouds have a silver lining . . . take, 
for instance, the rainwear industry . . . protective 
footwear, umbrellas and raincoats. 


e. Bo Terhune th, 


Publisher 
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\UMP/NG- JACKS 


. Dut 
Craftsmanship 


makes No. 212 the TOP 
CHOICE for back to school! 


An achievement in quality we're justly proud 
of. Buy it across the board! Sizes: 6-8, 814- 
12, 1214-4. Brown. Style #822, Black. 


VAISEY-BRISTOL SHOE CoO. 


Monett, Missouri 

















THE QUALITY LEATHER 


Flight Blue 


Ohio's famous classic 


LEATHER CO. GIRARD, OHIO 
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Cambridge 
es 
in fashion — 
first again... 


RAYN 


The 
most 


FASHIONABLE 
thing 
in PLASTIC 


About time? You're right! Trust Cambridge to come up with the most exciting 
impulse-buy item in several years. Raynshu fits—it fits snugly, it’s light, it’s smart. 
It has shape, it has styling plastics never had before. 100% salable, 100% practical 
(a woman can roll a pair into her handbag). $ 00 


RETAIL 


SPIKE HEEL CLEAR PLASTIC 
HI-CUBAN HEEL SMOKE PLASTIC 


Cambridge isis coun 


CAMBRIDGE, MASS. 
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In 
YOUR I 
ADS 


Seow ém and youl sell ém, 


Nothing sells cowboy boots like the boots 


themselves. They're colorful and glamorous, 
with intricate patterns that reflect the vigor 
and éxcitement of the west! In your windows 
ves) and inside your store, surround those handsome 
Acme displays with Acme Boots right out of 
Fill in your stock stock. Schedule your newspaper ads for the next 
right away! few months ... the big boot season is just ahead! 


ON YOUR COUNTER 


“Twin Eagle’ > -S : | 
4800 sg See ‘Tucson’ _ =) Y  “Tumbleweed” 


cost TO YOU— 


$10.10 


. . for men « ‘ 4600 ( ’ 800 


“Gorlo’ 
Boots 
4400 


. . for men 
cost TO YOU— 


boots 
belong 
neat when you cell 


colorful 





way of living ACME BOOT COMPANY, Inc., 


boote...it 


Clarksville, Tennessee . . 


. . for men 
COST TO YOU— 


$10.10 


The 
"Six-Gun’ 
3600 
. . for boys 
and girls 
cost TO You— 
8-2 thru 3— 
$6.50 
3-2 thru 6— 
$8.35 


. . for boys 
and girls 
cost TO YOU— 


$4.70 


The “Eagle” 
400 
. . for boys 

and girls 

COST TO YOU— 

8-2 thru 3— 
$6.50 

3-2 thru 6— 
$8.35 


pays to sell Acme ! 


. WORLD'S 
ALSO MAKERS OF WELLINGTONS, OUT-OF-DOOR BOOTS, ENGINEER BOOTS and PARADE MAJORETTES 


LARGEST BOOTMAKERS 
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FIND AY IDE LE ON F LEAT HERGIrI = 4S A $ ORES 
co CT it iO : Gi Sr 

FINt Nit r A | 


g before 1 


As appearin ber McCall’ 


Decem 





15,000,000 readers — eager for gift ideas and with 
money to spend — will see this four-color, full page 
advertisement in December McCall’s Magazine! In 
addition, there will be dynamic publicity and pro- 
motional campaigns throughout the country to sell 
your customers on the “Give-A-Shoe-As-A-Gift” 
idea! 

Leather Industries of America first introduced the 
shoe-gift concept last Christmas with overwhelming 
results in sales and profits. Again, at Father’s Day, 
a carefully planned shoe-gift promotion sent sales 


FEATURING THES 


Ss million re 
s Magazine 





FOR 
CHRISTMAS 
bie 
SELL 
MORE™ 
MEN'S 
LEATHER 
SHOES 
THAN 
EVER 
BEFORE! 


£ FAMOUS BRANOS 


aders of 


soaring for shoe retailers. Now, this Christmas, 
even more of your customers will be pre-sold on 
Leather shoes as a most wanted gift. 

Get your share of increased Christmas business by 
tying-in with this proven promotion. 

Use this campaign to sell more shoes.. .“extra 
pairs”... this Christmas. Leather provides the pres- 
tige factor that makes a shoe a desired gift... 
Leather helps you sell that “extra” pair. 

For Free display material to make your store a Gift 
Center this Christmas write to: 


LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, N. Y. 


*Retailers participating in the Father’s Day promotion reported increases in gift sales of 9% to 46%. 








Here’s another SEBAGO- 
MO CG wit Be 


Wy 





BEST VALUE IN THE SHOE INDUSTRY 
TODAY . . . WITH A LONG PROFIT 
FOR YOU! 


Only $525 (Men) 
$475 (Boys) 





4 IN-STOCK STYLES FOR MEN AND BOYS FOR MEN 


#4902 BROWN, smooth leather 


FOR IMMEDIATE DELIVERY #4972 BLACK, smooth leather 


Sizes 6 to 13 





Lasted on Sebago's famous #902 style for unbeatable value, here's a FOR BOYS 
smart new slim” that outstyles, out-comforts and outwears shoes retail- #7902 BROWN, smooth leather 
ing for dollars more! Unbelievable? #7972 BLACK, smooth leather 


Sizes 3 to 6 
CHECK ALL THESE LUXURY FEATURES: 
e Meticulous machine-stitching by skilled Maine craftsmen 
@ Mellow-rich, hand-rubbed leathers Free Mat Ads and other 
© Soft Kemblo foam cushioning Sales Aids available. 


© Steel arch-support Send for complete catalog and 


e Crown Neolite sole prices on America's Fastest Grow- 
ing Line of Moccasins. 











You'll agree this is the most terrific buy in footwear . . . the style to SELL U.S. Pat. #2665504 
this season . . . and for seasons to come! 


SEBAGO-MOC COMPANY _wesrsrook, MAINE 


New York Office: 534 Marbridge Bldg. 
In Canada—Greb Shoe Co. Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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MORE PROFIT FOR YOU IN 1960 WITH 


It’s a fact! You sell more when you have something 
new... something better to offer. Take a look 
at what Sun-Steps have to offer... 


THE NEW LAST. A new pointed slimness . . . THE NEW COLORS —tntroducing “Nothing 


; ‘ - a . 
trimmer—with barefoot comfort and freedom. Colors’’—the new neutrals . . . plus vibrant new colors, 
and color treatments. 


THE NEW STYLES — Exciting new designs, as THEY’LL SEE THE NEW ADS —New full- 


the two shown here, will set a new pace in fashion for color ad campaign will show your customers the all-new 
casual shoes. Sun-Steps .. . and lead them right to your door. 


YOU'LL SHOW NEW PROFITS . .. if you stock the new line-up of style—the all-new Sun-Step line. 


Made only in BEGoodrich ond Hood brands 
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The Authentic Source 
of Fine Leather 


A.C. LAWRENCE LEATHER CO. 


Chapter 7 


Tann ING... Making a calf color conscious 


The blending and uniform reproduction of color in leather 
requires the dexterity of true artisans. Such gifted craftsmen , 
at A. C. Lawrence make the finest leather in the world color 


conscious. 


But more important to you is Lawrence’s ability to give you 
quality leathers in colors that meet the demands of the change- 
able fashion world. 


Equally important is the conscious effort of A. C. Lawrence 
to inform your customers of the merits of Lawrence Calfskin. 
Witness “Browns Born to the Purple”, a forthcoming full-color 
advertisement (opposite) that is to appear in Esquire 
Magazine. It tells them that Lawrence Calfskin is the leather 
of royalty. Its extraordinary beauty is the distinguished mark 
of fine shoes that you'll be showing your customers. 


Tell them this and Lawrence Calfskin will sell them. 





Freeman's smart moccasin 
style shoe is distinctively 
crafted of mellow, lustrous 
Lawrence Lacrosse Calf- 
skin in the season's new 
Brownstone. 


Roblee’s handsome medal- 
lion tip shoe is expertly 
crafted of Lawrence Polo 
Calf® in an exclusive 
shade of brown. 


If you are one of the rare 
people who get an inde- 
finable lift wearing fine 
vot Toh dal tale feud @t- Wy 4g -1alol—m Or- tte 
skins are for you. The rich 
burnished glow and soft 
mellow hand of these 
leathers grow more luxu- 
rious with age. And like 
old friends, Lawrence 
Calfskins wear so well — 
Vale Mm} ol -t-1.@m-lomm-llelelel—lahahy 
of your own good taste. 
Look for the Lawrence 
tag the next time you pur- 
chase shoes — Lawrence 
Calfskins were made for 
people like you! 

A. C. Lawrence Leather 
Co., a division of Swift & 
Company, (Inc.), Peabody, 
Massachusetts. 


Distinctive, Elegant Knapp 
Aerotred Oxford is hand- 
somely detailed in Walnut 
Brown Lawrence Saxon 
Calf. Perfect for the new 
brown with black trend. 


rOnC?e_e 


Callfelein. 


THE BETTER PART OF BETTER SHOES 








Genuine 


SHARK 


... the leather from the sea... 


A true luxury leather combines here with luxury craftsmanship to create a shoe 
of unparalleled beauty and distinction . . . the kind of shoe that every man 
would like to own, the kind of shoe that's apart from all others. 


SHARK is unbelievably tough and durable, with exceptional wearing qualities. 
Yet withal, it is mellow, soft and pliable. And it has a natural grain which will 
never pull out, and which actually improves with age. 


This Edwin Clapp Shark shoe, introduced this season, has already become one 
of the most popular styles in the line. Not made for everyone, it definitely 
belongs on the shelves of those retailers whose customers expect the newest 
in fashion, the finest in quality. 


scat 
ABLiSHED 18> 


IN-STOCK 


Fashioned by age | _alllllletaires 


Retail about $37.95 


e 
Ldual lye Write today for latest In-Stock Catalogue 


into one of America’s 


most outstanding shoes 
EDWIN CLAPP & SON, INC. 


East Weymouth, Massachusetts 
AMERICA’S FINEST SHOES FOR MEN 





NOHEL Presents . . . New 1959 Fall Line . . . Snuggina” 


Style #170—Children’s Zipper Bootie, size run 3 -8— 
colors: red, pink, blue and maize print, crepe outsole, packed 


36 pairs assorted colors to the case. 


Suggested case run: ‘Size 3 45678 
Quantity 5 5 6677 





Style #270—Children’s All Corduroy Zipper Bootie, size 
run 3 - 8—colors: red, pink, blue and maize print, crepe out- 


sole, packed 36 pairs assorted colors to the case. 


Suggested case run: Sees 4 5 E77 8 
Quantity 5 5 6 677 








Representatives Wanted. 


Some Territories Available—Please Contact. 











a a 


Style +470 print, #472—red solid, Children’s A-Justa- 
Boot slipper, size run 4-10—colors: pink and blue print 
and red, pink, and blue solid corduroy, crepe outsole, packed 


36 pairs assorted colors to the case. 


Suggested case run: Size 4567 8 9 10 
Quantity 446666 4 





PRICES AND SAMPLES ON REQUEST 
WRITE - WIRE - PHONE 


NOHEL MFG. CORP, “~~ 


Sale Representatives 
50 ALEPPO STREET e PROVIDENCE, R. |. wee anieiaie canes vein 


i = George Greenbaum Max Elb 
UNion J 3245 Alexandria Hotel, Room 708 915 West End Aves Apt. 5E 


Fifth at Spring New York 25, N. 
Los Angeles 13, California 





for Outdoor 
America 


It's TOMAHAWK...from the Rueping line of fine leathers... 
tanned for long, rugged wear and assuring the kind of sturdy 
support and easy-going comfort men want and get 
in the new Bondshire Zip-Fit Flyte Boot, by Weinbrenner. 
Again, a famous manufacturer selects versatile 
TOMAHAWK leather to boost sales of a new product 


designed to please outdoor America. 


Bondshire 
Zio-F it 





FLYTE SOOT 


With handy back zipper 
for quick easy-on, easy-off. 


Style No. 1847 Black. 
Also in No. 1846 Brown. 
: B width in Size 7-12. 
ye Ay, C-D-E in size 6-12. 


~ 
——S.2ene 


——aanos= s Albert H. Weinbrenner Co. 
Milwaukee 1, Wisconsin 


LEATHER: Rueping's 
TOMAHAWK No. 90 Black. 


Cling 
/é FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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NOHEL Presents . . . New 1959 Fall Line... Snuggina® 


Style #170—Children’s Zipper Bootie, size run 3 -8— 
colors: red, pink, blue and maize print, crepe outsole, packed 


36 pairs assorted colors to the case. 


Suggested case run: we -) 2°35 6 7 6 
Quantity 5 56677 





Style #270—Children’s All Corduroy Zipper Bootie, size 
run 3 - 8—colors: red, pink, blue and maize print, crepe out- 


sole, packed 36 pairs assorted colors to the case. 


Suggested case run: wes 655.67 8 
Quantity 5 56677 








Representatives Wanted. 


Some Territories Available—Please Contact. 











Style t470 print, t472—red solid, Children’s A-Justa- 
Boot slipper, size run 4-10—colors: pink and blue print 
and red, pink, and blue solid corduroy, crepe outsole, packed 


36 pairs assorted colors to the case. 


Suggested case run: Size 4567 8 9 10 
Quantity 446666 4 





PRICES AND SAMPLES ON REQUEST 
WRITE - WIRE - PHONE 


NOHEL MFG. CORP. shdes Beaseveubatives 


50 ALEPPO STREET e@ PROVIDENCE, R. |. wast COAsY NEW YORK 


Ni T- 4 George Greenbaum Max Elb 
U _ 32 5 Alexandria Hotel, Room 708 915 West End Ave., Apt. 5E 
Fifth at Sprin New York 25, N. Y. 


9 
Los Angeles 13, California 





America 


It's TOMAHAWK...from the Rueping line of fine leathers... 
tanned for long, rugged wear and assuring the kind of sturdy 
support and easy-going comfort men want and get 
in the new Bondshire Zip-Fit Flyte Boot, by Weinbrenner. 
Again, a famous manufacturer selects versatile 
TOMAHAWK leather to boost sales of a new product 


designed to please outdoor America. 


Bondshire 
Z/io-F it 





FLYTE BOOT 


With handy back zipper 
for quick easy-on, easy-off. 


Style No. 1847 Black. 
Also in No. 1846 Brown. 
B width in Size 7-12. 
C-D-E in size 6-12. 


Albert H. Weinbrenner Co. 
Milwaukee 1, Wisconsin 


LEATHER: Rueping’'s 
TOMAHAWK No. 90 Black. 


FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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ISCO Sales Executive 


John J. Shore, who has been appointed 
to an executive sales position with In- 
ternational Shoe Company. The new post 
was created to direct and coordinate 
sales activities in the eastern U. S. for 
all St. Louis branches of International. 
Mr. Shore previously was associated 
with Florsheim Shoe Company in an ex- 
ecutive sales capacity. He will have 
offices in Marbridge Building, New York. 





State Taxes Curbed 


On Interstate Sales 


WASHINGTON, D. C. — A new 
law makes it clear that a state can- 
not tax the income of firms which 
maintain no offices within its boun- 
daries and whose activities consist 
only of sales. 

Meanwhile, both the Senate and 
the House have begun a detailed 
three-year study of the problems re- 
lated to state income taxes. The basic 
plan is to recommend uniform stan- 
dards for states that impose income 
taxes. 

The new law is a direct outgrowth 
of several court cases involving the 
taxation by states of business in- 
come. One case involved Interna- 
tional Shoe Company, St. Louis, and 
its sales activities in Louisiana. 

A point yet to be settled is wheth- 
er a salesman who writes his reports 
in his home can be considered to 
have an “office” in his home. 

During congressional cebate on 
the new law, there was talk of fixing 
a termination date, after which 
states could presumably return to 
their former taxing practices. But 
no such date was mentioned in the 
final version. 
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Guild Displays More Opened Shoes 


Collections of Holiday and Cruise 
footwear are colorful yet re- 
strained in treatment. Increas- 
ing demand for both opened-up 
pumps and real sandals was seen 
at the New York openings. 


By ELEANOR M. RUTTY 


NEW YORK—The Guild of Bet- 
ter Shoe Manufacturers presented 
a double bill here last week with 
the openings of two collections, 
Holiday and Cruise shoes. Both 
were interesting and colorful but 
restrained in treatment. 

In both, many more opened-up 
shoes were included than in any 
season since the era of the closed 
pump came in. Both opened-up 
pumps and real sandals were shown 
and it was evident that the demand 
for these styles was increasing. 
More tapered lasts brought open- 
toe shoes up-to-date. 

The collections also contained 
many closed pumps, including spec- 
tators, both classic and many varia- 
tions. While tapered toes continue 
to be volume, it was taken for 
granted that some ovals and some 
snipped, or squared-off, sharp tips 
should also be included. It seemed 
as though high fashion thinking 
went along with the idea—much 
stressed in recent style conferences 
—that women should be given a 
choice of toe characters, just as 
they are given a choice of heels, 
materials and colors. 


Variety of Heels 

Heels followed the thinking of 
the past few seasons with more 
heights, more shapes and more 
stacked leather types. Thes2 last 
were on the tailored 18/8 height, 
some lower. They were straight or 
slightly curved. Some had squared 
backs. The high dressy heels con- 
tinued to be very thin. Indicating 
an increased demand for more me- 
dium heels, one Guild member had 
included for the first time an 18/8 
heel. In the opposite direction, 
however, he had added a 25/8 heel. 


In the Holiday collections the 
feeling was that dress materials 


will be so rich and elaborate—bro- 
cades and lamés—that shoe mate- 
rials should be plainer in weave 
and color combinations. Interest- 
ing innovations were the smooth 
calfskin and suede for dressy, 
after-five wear. Delicate jeweling 
ornamented these. 

In fabrics, dyeables were of first 
importance. Crépe, other silks and 
some satins were the important 
weaves. Satins in color, both bril- 
liant and muted, appeared in some 
collections. There was also some 
velvet in black and colors. Gold 
fabrics and a little gold mesh 
marked a trend to gold which is 
even being talked about a little for 
daytime wear in kidskin. 


Vinyl for Holiday Wear 

Clear vinyl plastic for evening 
wear, combined with a fabric or 
leather, was in the Holiday collec- 
tions. Plain pumps studded with 
stones in metallic colors were a fea- 
ture in one Guild line. Rhinestone- 
studded lace was featured by one 
manufacturer. 

In the Cruise collections white 
was the number one “color.” Off- 
white, especially the original Bone 
tone, was important. Pale pink and 
pale blue held first place among all 
the pretty light pastels. Lavender, 
where it rated at all, was slated for 
promotion. Some interest in yellow 
may increase but it may have to 
wait for the real summer season, 
according to some Guild members. 

Dyeables played an important 
part in Cruise shoes. Straw-type 
meshes and lusters were among the 
attractive materials for this mid- 
winter warm weather group. More 
fabrics than usual were noted. One 
house will feature a range of col- 
ored velvet shoes. Natural linens 
and some colorful stripes were also 
shown. 


Craddock-Terry in Exhibition 

ROANOKE, VA.—Craddock-Terry 
Shoe Corporation of Lynchburg, Va., 
will be an exhibitor in a statewide 
display of industrial progress at 
Roanoke’s Victory Stadium, Septem- 
ber 30 through October 3. 
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St. Louis Downtown Promotion: 


Outdoor Fashion Shows Star School Shoes 


ST. LOUIS—School shoes played 
a prominent part in a series of three 
outdoor fashion shows put on by re- 
tail members of Downtown in St. 
Louis, Inc., in late August. 

In a concerted push to attract ex- 
tra business to the downtown area, 
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An estimated 20,000 persons at- 
tended the shows. A wide variety 
of shoe patterns was shown, includ- 
ing boots, boot-type flats, saddle ox- 
fords, nylon velvet pumps, suede 
skimmers, mid-heel and high-heeled 
dressy pumps, and storm wear. 
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Young models display fall apparel and footwear to an audience of thousands at 

one of three back-to-school fashion shows conducted on the street in downtown 

St. Low's. Models carry numbers corresponding with those in program, which 
described each ouffit. About 100 outfits were shown each time. 


one block of St. Charles Street, be- 
tween Seventh and Eighth Streets, 
was closed to traflic for a day. 
Brought to life with potted trees, 
flowers in tubs, garlands and fes- 
toons carrying “apples for the 
teacher,” the closed-off area became 
the scene for an outdoor “School 
Bells Are Ringing Fashion Fes- 
tival.” 

Three fashion shows, each pre- 
scnting about 100 outfits, were held 
on a specially constructed 56-foot 
runway stage. The runway’s height, 
five feet above street level, afforded 
viewers a full look at fall footwear 
as models emerged from a “school 
house.” 

Mrs. Marjorie Wilton served as 
fashion coordinator and commenta- 
tor for the shows, with guest artists 
from the Municipal Opera as added 
attractions. Each model carried a 
number to correspond with the de- 
scription of the outfit in a printed 
program. Store credits were given 
to all outfits. 
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New Allied Show Dates Find 
Favor, Buyer Poll Shows 


NEW YORK—A poll of regular 
buyers has upheld the eight-week ad- 
vance in the dates of the Allied Shoe 
Products Show, Clarence R. Heyde, 
executive director, announced. 

The poll, which was made among 
a representative group of those who 
regularly attend, showed “the vast 
majority highly pleased with the ad- 
vance in the dates,’”’ Mr. Heyde said. 
The new dates are December 15-18. 
The show will as usual be held at the 
New York Trade Show Building. 

The reasons for the new dates, as 
described by Mr. Heyde were: 

® The longer time now required 
for seasonal] selling. 

© The growth of between-season 
lines and items. 

The two factors mean that manu- 
facturers need more “lead time” to 
style and produce their lines for ear- 
lier selling and delivery, Mr. Heyde 
said. 


Shoe Fabric Makers Move 
Show Dates to December 


NEW YORK—The National Shoe 
Fabric Association has joined with 
the Tanners’ Council and Allied 
Shoe Products Show officials in 
shifting its show dates to Decem- 
ber. 

Member firms will show their 
fall 1960 fabrics on December 15- 
17 at the Hotel New Yorker. Show 
dates will coincide with those of 
the other leading industry supply 
shows. The Leather Show is sched- 
uled for December 17-18 and the 
Allied Products Show for Decem- 
ber 15-18. 

Comprising the NSFA show com- 
raittee are Victor Newman, Oriental 
Textiles, New York; Charles I. 
Rockmore, Charles I. Rockmore, 
Inc., Brooklyn, and Andrew Vamos, 
Alfred Vamos, Inc., New York. 

In the past the fabric shows were 
held in February and August, along 
with both the Leather and Allied 
Shows. 


Lee Appleby Shoe Corp. 
To Open Alabama Factory 

BIRMINGHAM, ALA.—A joint 
venture of the Lee Appleby Shoe 
Corporation of Brooklyn and _ local 
businessmen will result in the open- 
ing of a $300,000 shoe manufactur- 
ing plant in Uniontown, Ala., about 
October 1. The plans were made 
public in Uniontown by its mayor, 
T. R. Long. 

The Appleby firm makes 
dren’s stitchdown shoes. 


chil- 


The new cperation, to be known as 
Appleby Shoe, Inc., will manufacture 
cemented children’s shoes from in- 
fants’ sizes to age 14. The 120,000- 
square-foot plant will provide space 
for future expansion. 

Lee Appleby, who is president of 
both the original firm and the new 
one, has made it clear he is not mov- 
ing his Brocklyn plant but merely 
expanding. He holds 51 per cent of 
the stock in the corporation operat- 
ing the new plant, with local citizens 
holding the rest. 

The new factory will be housed in 
the former plant of a cotton mill 
firm, which closed down four years 
ago. There will be 50 employees at 
the start, 300 after two years. 
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Parcel Post Rate Hike Recommended 


To Combat $88 Million Annual Loss 


WASHINGTON, D. C.—Parcel post rates are 
headed for another rise, perhaps as much as 17 per 
cent. An Interstate Commerce Commission examiner 
is recommending such an increase. 

The Post Office Department is urging the ICC to 
approve the increase. Loss in handling parcel post 
is running more than $88 million a year, and the 
higher rates approved by the ICC examiner would 
vield this much in new revenue. The Post Office 
Department is required by law to keep its parcel 
post operations on a pay-as-you-go basis. 

Some heavy users ef parcel post are protesting the 
higher rates. 

Meanwhile, Railway Express rates rose September 
1 as the Interstate Commerce Commission voted to 
omit taking any action to block the increase. 

The new rates provide for a 35-cents-per-100- 
pounds increase on traffic moving in Eastern or 
Mountain Pacific Territories, and a 25-cents-per-100- 
pounds increase on traffic moving in Western or 
Southern Territories and between all territories. 
Only less-than-carload shipments are affected. 


PPSSA Officials Accept Reservations 


For November 29-December 3 Show 


NEW YORK—Application forms for the Popular 
Price Shoe Show of America were mailed September 
11 to con:panies which exhibited at the last show in 
May. The PPSSA will be held November 29 to De- 
cember 3 at the New York Trade Show Building and 
Hotels New Yorker and Sheraton-McAlpin. 

Previous exhibitors will be given two weeks to 
request the same space they occupied in May, ex- 
plained Edward Atkins and Maxwell Field, co-man- 
agers. Requests from old exhibitors for changes in 
display space are being honored on a first-come-first- 
served basis. Applications for the trade at large 
will be mailed September 25. 


Curtis, Stephens, Embry to Sponsor 
TV ‘Cisco Kid’ Series in New York 


READING, PA.—A television film series starring 
the western hero, “The Cisco Kid,” will be used by 
Curtis, Stephens, Embry Company of Reading to 
promote its Pro-tek-tiv brand children’s shoes in the 
New York City area. 

The half-hour adventures will be seen weekly on 
WPIX, a local station, starting September 22. To 
permit children’s shoe stores and departments in the 
metropolitan New York-New Jersey area to tie in, 
«a merchandising package is planned. It will include 
point-of-sale and direct mail material, newspaper 
ads and premiums. 

F. W. (Bud) Curtis, president of the company, re- 
cently joined Duncan Renaldo, who portrays “The 
Cisco Kid,” in making TV commercials for the 
program. 
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Imports of Cattle, Calf and Kip Skins 


Soared in First 6 Months, U.S. Says 


WASHINGTON, D. C.—Imports of bovine hides 
and skins in the first half of this year showed sharp 
increases over the comparable figures for 1958, 
according to the Leather, Shoes and Allied Products 
Division of the Commerce Department. 

The government attributed the increases to “re- 
duced domestic production, low inventories, in- 
creased demand and higher prices.’ Cattlehide 
imports jumped 377 per cent; calfskin imports were 
up 324 per cent, and imported kips (intermediate 
types) rose 56 per cent. 

Meanwhile hide exports dropped to an annual 
rate of 4.3 million from 1958’s 5.8 million. 


Willingham Sees Record Per-Capita 
Consumption, 650-Million-Pair Sales 

CHICAGO—Per-capita shoe consumption this 
year should reach a record 3.67 pairs and retail shoe 
sales should total at least 650 million pairs. So says 
Ben H. Willingham, president of Genesco, Nash- 
ville, Tenn., in a report prepared for the National 
Shoe Fair Committee. 

If rubber footwear is included, the totals could 
reach four pairs per capita and 730-million-pair pro- 
duction, he said. 

Retail dollar volume for footwear will also set a 
new mark, surpassing $4.5 billion, according to Mr. 
Willingham, a Shoe Fair Committee member. He 
said the industry is closing out the decade on a 
‘boom wave” but should ascend to a higher plateau 
in the 1960’s with aggressive merchandising. 

Shoe Fair officials, viewing 1960 as a critical year, 
have been promoting the October 25-29 show as the 
“Gateway to a New Shoe Era.” 


‘Kinney City’ to Receive ‘Charter’ 
At Dinner Marking Chain’s Birthday 


PHILADELPHIA—To mark the 65th anniversary 
of G. R. Kinney Corporation, Pennsylvania’s Secre- 
tary of Commerce, William R. Davlin, will present a 
“charter” to “Kinney City, Pa.” 

“Kinney City” is a purely imaginary town that 
would be created if all the shoe company’s 1800 em- 
ployees in Pennsylvania were the basic employees 
in a single community. They and their families 
would total 6300 people. Together with the 14,400 
people supported by “secondary jobs,” this would 
make a city of 20,700 population. 

The figures were supplied by the Pennsylvania 
Chain Store Council, which is organizing a dinner 
in observance of the anniversary, to be held at the 
Penn Harris Hotel, Harrisburg, Pa., October 1. 

The “charter” will be accepted at that time by 
C. O. Anderson, executive vice-president of Kinney. 
E. P. Dimm, president of the Chain Store Council 
and district manager for Kinney, will be chairman 
of the dinner. 
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Utrilon to Make Plastic Footwear in Penna. 


NEW YORK—tUtrilon Corpora- 
tion, international organization 
which last year manufactured 4 mil- 
lion pairs of one-piece, injection- 
molded footwear, will open two 
plants in Hazleton, Pa. These will be 
the first Utrilon plants in the conti- 
nental U. S. 

The company will occupy a new 
60,000-square-foot building at Val- 
mount Park, where it will manufac- 
ture the compound from which the 
shoes are made, the injection molds 
and the footwear itself. Utrilon of- 
ficials hope to move into production 
there by mid-November. 

The second plant at Beaver Mead- 
ows, with 40,000 square feet, will be 
a pilot plant for training key per- 
sonnel as the nucleus of a produc- 
tion staff. In addition the structure 
will be used for storage and partly 
as a pilot plant for future expan- 
sion. 

Utrilon operates plants in Aus- 
tralia, England, France, South Af- 
rica and Nigeria. In this hemi- 
sphere the first factory was opened 
in April 1959 at San Juan, Puerto 
Rico. Current production there is at 
the rate of about 100,000 pairs of 
snoes a week, a spokesman said. 


With the addition of the Hazleton 
plants and another branch in Mon- 
treal, Canada, the company is aim- 
ing at aggregate production of 20 
million pairs for the American mar- 
ket in 1960. 

International Shoe Company is 
the exclusive distributor of the Utri- 
lon line in the U. S. The shoes 
carry the brand name Amigos. 

Utrilon, founded two and a half 
years ago in Sydney, Australia, is 
the brainchild of Leonard Rae, pres- 
ident, and Stanley Frederick Reed of 
Australia, executive vice-president. 
Other officers are Walter Cohn, 
vice-president in charge of manu- 
facturing; Jack Vogel, controller, 
and Sidney Peers, advertising and 
promotion director. 

When the company moves into full 
production in the western hemi- 
sphere next year, there will be some 
48 styles of footwear for men, 
women and children, in a full spec- 
trum of colors. For the American 
trade, the shoes are being made in 
full and half sizes. 

This variety of output signifies 
the great advance from the com- 
pany’s original idea: plastic beach 
sandals, pioneered in France. 





J. L. Snook Co. Bought by New Hampshire Shoeman 


PORTSMOUTH, O.—After nego- 
tiations extending over three yexrs, 
the J. L. Snook Company has be2n 
sold to T. G. Wyman of Pittsfield, 
N. H. The company is an outgrowth 
of the old Antioch Shoe Project, 
founded in the early 1920’s by Ar- 
thur Morgan, then president of An- 
tioch College, Yellow Springs, O. 

John L. Snook, a faculty member 
at the time, was assigned by Mr. 
Morgan to research aimed at get- 
ting women away from narrow 
pointed-toe shoes and into more 
comfortable footwear. Mr. Snook 
designed the first lasts in 1926-27 
and distribution began. 

In 1931 Selby Shoe Company here 
was engaged to make the shoes, and 
in 1936 Mr. Snook moved to Ports- 
mouth to manage the business for 
the college. For several years the 
Antioch line was a big portion of 
Selby production. 
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When the college divested itself 
cf commercial enterprises during 
World War II, Mr. Snook bought 
the business and gave it his name. 
In the last 16 years, he reported, the 
firm has paid the college more than 
$100,000 in royalties. 

Three years ago the stock depart- 
ment was moved to Pittsfield. With 
the failure of the Selby firm, the 
shoes were being made by several 
New England firms. Adams Broth- 
ers, Inc., at Pittsfield made the 
men’s shoes. 

Mr. Wyman, the new owner, is of- 
fice manager for Adams and has 
been in charge of the Snook stock 
department. He plans to rename the 
firm The Antioch Shoe Company. 
Mr. Snook will serve as a consultant 
but will devote much of his time to 
other business interests. 

The company’s offices will move to 
Manchester, N. H. 


Amer Co. Purchases 


H. Swoboda Tannery 


PHILADELPHIA — Two long-es- 
tablished Quaker City tanning firms 
have joined forces through the ac- 
quisition by William Amer Company 
of H. Swoboda & Son, Inc. 

The 127-year-old Amer Company 
is a tanner of kid and kangaroo 
leather for shoe uppers. The 107- 
year-old Swoboda firm is a tanner 
of horsehide and specialty leathers. 

Under an agreement consum- 
mated August 31, Swoboda share- 
holders disposed of their holdings 
for personal estate reasons. A 
spokesman for Amer said the Swo- 
boda firm will operate as a wholly 
owned subsidiary, with the same 
name and management as in the 
past. 

Two Amer executives have be- 
come officers of Swoboda & Son. 
Laird H. Simons, Jr., president of 
Amer since 1950, will serve as 
chairman of the board of Swoboda, 
and Harry J. Kohout, Amer vice- 
president and sales manager, will be 
vice-president of the subsidiary. 
Both will also serve as directors. 

Gustave T. Swoboda, a grandson 
of his firm’s founder, remains as 
president. He has held that post 
since 1942. Ullmann C. (Duke) 
Hendler continues as a vice-presi- 
dent and William Doherty as secre- 
tary-treasurer. All three also re- 
main as directors. 

William Amer Company, which 
employs 223 persons, has annual 
sales of about $4.5 million. Swoboda, 
with 105 employees, has annual sales 
of $2.6 million. 

Swoboda leathers are used to 
make baseballs, other sporting 
goods, uppers for medium-priced la- 
dies’ shoes, and additional products. 
Ever since A. G. Spalding & Bros., 
Inc., of Chicopee, Mass., began mak- 
ing baseballs, most of the horsehide 
leather for the balls has been sup- 
plied by Swoboda, officials of the lat- 
ter firm noted. 


Union Loses at Lucky Stride 

MAYSVILLE, KY. — Production 
workers of Lucky Stride Shoe Com- 
pany have voted 182-25 against rep- 
resentation by the United Shoe 
Workers of America, AFL-CIO, in 
a National Labor Relations Board 
election. The union also failed in 
a similar election in 1954. 
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PIGMILLION 
PIGSKIN 

BY THE 

HAUS OF KRAUSE 








NE DAnY 
PASSION | 
IN LEATHER 


Milady of fashion’s new passion in footwear—lush color wedded 
to the luxury of plush Pigmillion Pigskin. Alive with rich color 
and texture, so soft and supple it’s a sure hit in new fashions 
created by top footwear stylists. Beyond beauty — this sales- 
appealing plus! All 16 glamorous colors are washable and 
cleanable! For details, write: 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 








SOONER OR LATER YOU'LL DISCOVER QUELOE 


PLAYN-TOE ... babies’ 
‘< favorite . . . and moth- 
‘ > ers’, too. Soft but 
: 2 sturdy white elk 
+a ‘ *% pampers little 
a —_ learners’ feet. 
‘ 7 VF, By 
‘ er NS NOVETTE ... a swirl, 
a buckle and a strap to 
tempt the little ladies. 
In black patent, 
blue, white. 
x Cd 
ale D7 TONI WING-TIP ... 
f neatest style for the 
x 43 young man behind the 
:. f / desk (and in the 
: c playground, too). 
SS , N In brown. 


THE BIG HOUSE FOR LITTLE SHOES EVER SINCE I900 


Edwards stogan is Fit, Quality plus Fashion 


Ed Wa rd i Edwards Fit means comfortable children 


THE SHOE FoR CHILDREN Edwards Quality means satisfied mothers 
PHILADELPHIA 7% PA, Edwards Fashion means they'll both be back again 
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@ Federal Trade Commission continues investigation of shoe 
marketing with calls on retailers, jobbers and factories. 


® The U. S. is offering to sell the U.S.S.R. the 
500 styles of American shoes displayed at the 
Moseow fair. 


@ Consumer dollar income growth greatest in 
California, New York, Florida and Texas, ae- 
cording to government reports. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The government’s investigation of shoe marketing continues to move along 
in secrecy. Investigators are making calls on retailers, jobbers, and at fac- 
tories—and are talking with consumers to learn anything they can that might 
be construed as misrepresentation in the sale or advertising of footwear. 

Eventually, the Federal Trade Commission (which is making the investi- 
gation) intends to report to U. S. senators who have asked the FTC what 
it is doing “to protect the public against false advertising or misrepresenta- 
tion.” Sen. Richard Neuberger (Oregon Democrat) has told the FTC he 
wants to know what the investigators learn as soon as possible. 


The U.S. government is offering for sale to the U.S.S.R. the 500 different 
styles of American footwear shown at the U.S. fair in Moscow this summer. 
All other American products on display at the fair are being offered for on- 


the-spot purchase, as well. 
U.S. Secretary of Commerce Frederick H. Mueller says: 


“This trade offer is both a sincere gesture of goodwill to the Soviet people 


and a definite opportunity for the Soviet Union and the United States to do 
business. 


“If the Soviet government agencies buy some or all of these many prod- 
ucts, we shall be pleased if the Russian people, who saw them at the Exhibition, 
now can own and use them.” 


Wonder where the biggest rises in consumer income are? California. The 
government reports that the dollar advance in consumer income is greater in 
California than in any other state. Total income there gained by $1.5 billion 
last year to a total of $36.6 billion. 

Other states where consumer income is making big advances: New York 
(up by $900 million), Florida (up by $600 million), and Texas (also up 
by $600 million). 

In terms of relative growth, consumer income is showing hefty gains in 
North Dakota (up by 17 per cent), New Mexico (up by 11 per cent), Kansas 
(up by 10 per cent), Mississippi and Arizona (up by 9 per cent each), and 
llorida (up by 8 per cent). 

Because farm families have more spending money today than two years 
ago, healthy gains in consumer income are being noticed in North Dakota, 
Kansas, New Mexico, and Mississippi. 

Soft spots: Indiana, Michigan, Ohio, West Virginia. In these states, 
personal income dipped by 1 to 4 percentage points last year, due to the 
slower rate of manufacturing and mining. 

Highest incomes, per capita: Connecticut, Delaware, Washington, D. C.. 
New York, Nevada, California, New Jersey. In these states, incomes averaged 
more than $2,500 per person, which is from 20 per cent to 40 per cent ahead 
of the national average of $1,852 per person. 
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@ Total U. 8S. households are growing by 861,000 
a year and nearly two-thirds of all households 
are now in cities. 


Report from 


@ Senator Douglas says that 5,000 U. S. service- 


WASHINGTON %iitcuitnes'an 





There are today about 54 million households in the United States, and 
this total is growing by about 861,000 a year, according to the latest figures 
of the Bureau of the Census. 

To help you in your buying and selling, here are some other significant 
facts about U.S. households: 

® Nearly two-thirds (about 64 per cent) of all households are in cities. 

® One-fourth of the total live in rural nonfarm areas. 

® Ten per cent of all households are on farms. 

There’s a steady increase of about 1,000,000 a year in the number of 
households located in cities and rural nonfarm areas. 

® Farm households are disappearing at the rate of 100,000 a year. 

® Of the nation’s 54 million households, 44 million are run by families. 

® Nearly all married couples maintain their own households. Only 2.8 
per cent of married couples don’t. “Doubling up” is on the decrease. 


Another member of Congress is protesting the Army and Air Force cus- 
tom of making retail clerks out of soldiers and airmen. Senator Paul H. 
Douglas (Illinois Democrat) says nearly 5,000 servicemen are being used as 
grocery store clerks instead of being taught how to defend the nation. 

Earlier, Rep. Frank Kowalski (Connecticut Democrat) charged the Army 
and Air Force with similar diversion of military manpower to the kitchens 
and barrooms of high-ranking officers. 

Congressman Kowalski says several thousand soldiers and airmen are 
scrubbing floors and babysitting for brasshats when they ought to be learning 
something about the art of national defense. 

Both Sen. Douglas and Rep. Kowalski are urging the reassignment of 
these soldiers and airmen to military jobs, and the hiring of civilians as retail 
clerks and housemaids. Civilian help would be cheaper. 

Douglas goes one step further to say he doubts that the Army, Air Force, 
and Marine Corps need the 269 supermarkets they operate. Many of these 
retail giants are located in or near metropolitan areas such as New York, 
Chicago, and Washington, where plenty of civilian supermarkets are con- 
veniently at hand. Government-operated stores on military posts are only an 
outdated hangover from the days when government commissaries were a neces- 
sary protection against Indians at isolated posts, he says! 


The school-age market is going to continue growing by leaps and bounds, 
according to the population experts. 

This month, 31 million pairs of small feet are either starting or returning 
to school. This is an increase of over 50 per cent over the kindergarten and 
elementary school population of only nine years ago! 

According to the Population Reference Bureau (a nonprofit research unit 
in Washington, D. C.), here’s the school market for 1980: 

® The 5-13 age group (now 31 million) will have increased by 64 
per cent. 

® High school ages (14-17) will have increased by 80 per cent. 

® College ages (18-21) will have increased by 92 per cent. 

® Biggest gains will take place in Alaska, Nevada, Florida, Arizona. 
Delaware, California. (CONTINUED ON PAGE 55) 
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TRED-LITES ARE 


ADVERTISED 
COAST-TO-COAST 
ON TV! .. Yea 


LIFE 


The Saturday Evening 


POST 

aquine 
} rer HOLIDAY 
WANTED STYLES in Gasuals today. They Se SCVCNCAM 


because they fit into today’s American way of life 


...a brand new line for the whole family. TRUE 


For the name of your nearest distributor write: CAMBRIDGE RUBBER COMPANY, CAMBRIDGE 39, MASSACHUSETTS 
Boston Show: Room 436, Statler-Hilton Hotel 
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Wait...until you see... 





THE NEW 


BY TYER 


a sure lure for the Fair Sex... 


Now available —a modified tapered toe style of the 
Fleetwood Circular Vamp Oxford —for women, in slim and 
medium widths. Comes in Black, Red, White, 
Blue, Chino and Plaid. 
Other Fleetwood styles include the Fleetwood Blucher % 4 
Oxford, the “Tops” Hi Lace-to-Toe, the “Forest Hills” \y 
Lace-to-Toe Oxford, the “Pastime” Tennis Oxford A, 
and the Athletik and Hi-Athletik Lace-to-Toe Oxford. ——— —‘Wg y 
SSS yah 


Zoe” 
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TYERS 
1960 Canvas Line 


Attractive New Styles. . 
Important New Features... 
Don’t make a move till you’ve seen them! 


Tyer’s new canvas line is the result of a careful study of what is wanted 
by you and your customers. Some of the styles are established favorites — 
others have been styled to satisfy current preference. Still others are 
brand-new — built to serve the needs and suit the tastes of 
the people you want to sell. Send the coupon below for complete information 
and your copy of our latest Canvas Footwear Catalog. 


“ PRO-GARD 
(With Built-in 
Ankle Support) 


* a 
go” 


WINGS . 
ee 


ANDOVER, MASSACHUSETTS, 


TY E R Riliee Company 


TYER RUBBER COMPANY, Andover, Mass., U. S. A. 


Gentlemen: [] Please send me your latest Canvas Footwear Catalog. 
() Please have local representative call. 


NAME TITLE 





STORE___ - ____STREET 





CITY. 5 : a eee 
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FOR YOUNG FEET 


Simplex gives you the most complete line—widest choice of smart, new 
styles in all sizes, for boys and girls of all ages, shoes with corrective features, 


and nurses’ shoes. 
One source—backed by reliable “in-stock” service. 


One quality—so good it has made Simplex Flexies the choice of the 


finest stores in America for 38 years. 


One standard of craftsmanship—giving you shoes so smooth and supple 


they actually sell by their feel as well as their style. 


Mothers bring their children back season after season for Simplex 
Flexies—without shopping the clearance sales and bargain counters. That’s 
full-profit business—clean, high-prestige business—Simplex Flexies business. 
Your store can enjoy it...and you won’t find Simplex competing with 


you—which, you'll agree, is pretty important, too. 


SIMPLEX SHOE MANUFACTURING CO., Milwaukee 1, Wis. 


finest for 38 years 


No. 242—Shoe Latch. 
Little Gents 8 to 12 
Youths 1244 to 3 

Big Boys 3 to 7 


No. 63 
Sizes 2 to 6 


No. 1574—Blve 
No. 1575—Red 
Sizes 82 to 12 

12% to 4 


! Ga ~ 

Send for a? 
Simplex drags 

Booklet > 


"The Care of — 
Children’s Feet" 
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by JOHN REILLY 


Editorial 





A More Cautious Consumer 


HE hot, humid weather, the late date of Labor 

Day and the steel strike all have had their effects 

on back-to-school business. Merchants, who have 
been looking to back-to-school for a barometer of con- 
sumer reaction to higher shoe prices, found the picture 
clouded considerably by these factors. 

Just as the back-to-school business was getting under 
way, the high cost of living made the front pages of the 
nation’s press once again. The Bureau of Labor Statis- 
tics announced that the July Consumer Price Index had 
risen 0.3 per cent from June to a record high of 124.9. 
The Bureau noted that an increase for July over June 
is not unusual. Over the years the average increase for 
the period has been 0.5 per cent. Food, transportation 
and services were given the chief responsibility for the 
rise in the Index. Food was up 0.4 for the month but 
was still 1.9 per cent below July °58. Apparel, which in- 
cludes shoes, rose 0.2 per cent to 107.5. Shoes were men- 
tioned only generally in the newspaper stories and were 
spared some of the adverse publicity which has been 
given to them in recent months. No specific shoe figure 
was contained in the news stories. For the record, how- 
ever, the July shoe price Index was up 0.8 per cent over 
June and reached a new high of 135.2. This represents 
an increase of 4 per cent since last December. 

Despite this increase, the industry managed to turn 
in a remarkable record for production and sales for the 
first half year. National Shoe Manufacturers Association 
estimates that 51.4 million pairs were made in July. It 
predicts 51.6 million for August. This will mean an 
increase for the eight months of 11.2 per cent and a new 
record of 429 million pairs. Certainly this is strong evi- 
dence of the confidence that merchants have in the pros- 
pects for business for the rest of this year. 

This confidence is justified, too, by the $1.1 billion 
business which the Department of Commerce reports shoe 
stores wrote during the first halt of the year. This repre- 
sents a thumping increase of six per cent over the same 
period last year. 

These remarkable records were chalked up in the face 
of the most rapid rise in prices which the industry has 
had to meet since the Korean war. The monthly increases 
in shoe prices which the Consumer Price Index has 
recorded this year apparently have had little effect on 
consumer buying. The Index is figured on a group of 
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basic styles with fixed specifications, preponderantly 
leather shoes. 

This undoubtedly presents an exaggerated picture of 
shoe price increases to the consumer. The average fac- 
tory value of shoes for the first half was $3.65, or about 
5.2 per cent higher than it was during the same period in 
’58. However distorted the Index figure may be, it is well 
to remember that the CPI is the only Index of cost of 
living to which the consumer has ready access. Escalator 
clauses in certain union contracts are tied to CPI. 

There is some hope that relief on leather prices may 
be in the offing. The experts talk about a turn come the 
first of the year. If the industry can finish this year of 
hectic pricing and still realize 625 million pairs, and 
retailing can manage to sell the bulk of this production, 
this will be a momentous year in shoe history. 

Sales Management Magazine, reporting on a University 
of Michigan Research Center Survey, made with a sample 
of 1,300 adults, says “The consumer’s inclination to buy 
is, today, at a new high. But he’s careful with his money, 
a lot more careful than he was in the 1955 buying spree.” 

“Don’t,” warns Sales Management, “expect the con- 
sumer to splurge.” The Survey revealed that consumers’ 
optimism is considerably less buoyant than in 1955. “The 
reason: More than- at any time since the Korean war,” 
says Sales Management, “He expects prices to keep rising 
in the future—a heartily disliked prospect. Although the 
consumer generally has money to spend, he is becoming 
increasingly inflation oriented—and a more cautious, 
harder to sell customer.” 

In light of this appraisal, it should be remembered 
that, despite a very high level of leather and shoe prices, 
particularly during the early stages, shoe consumption 
held up strongly during the Korean war. Experience thus 
far this year has been very similar and would seem to 
demonstrate that price increases in themselves need not 
lower shoe consumption. It should be evident that we 
are reaching a plateau of shoe prices which has been 
long overdue and from which we will probably never 
descend. The merchant who recognizes this and does not 
temporize with devices such as downgrading will find 
himself better equipped to do the long, hard selling job 
which will be necessary to keep the consumer convinced 
that “the price is right” and that he gets unmatched 
value for every shoe dollar he spends. 





STETSONS 





and more profit to you! 


STYLE #1248 BLACK 
CALFSKIN— #1249 BROWN 
CALFSKIN. IN STOCK 


t’s the sum total of a number of things that make 


Stetsons more profitable for you to sell. It’s 


Style Related 





quality, it’s style, it’s merchandising—all of the 


highest order. And it’s advertising in the NEW In Stock Service 
YORKER, SPORTS ILLUSTRATED and 
ESQUIRE. National advertising that has been Top Quality Reputation 


going on now, season after season, with unfailing 








Prestige - Nationally Known 
And Advertised For Over 
50 Years 





regularity for well over half a century. 





Add to that Stetson’s Dept. 5 In-Stock service 


geared to fit into your selling needs, to supply the 





style, size and type of shoes you want when you 
want them. It’s true —there’s more sell in a Stetson 


than any other fine quality shoe. You'll like the 


business Stetson will build in your store. Send in Ke a 
that order, now. ee Syik Bre. a) 


Tue Stetson Suoe Co., Inc., So. Weymouth 90, Mass. OES 
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In 1 2 Farm Ma gaz ines a distributor near you. If you don't know him, 


write us. 
Tingley advertising is being read by most Amer- And remember, you make far more money with 


ican Families. Don't be caught short. Tingley Tingleys because you fit more shoes better. . . 
sales have doubled in the past two years. There's with |/3 the inventory! 


ook MOM wy get 


> 


EVEN “SMALL FRY” 
NEED NO HELP 

WITH TINGLEY 

CLOSURE BOOTS 


All rubber (not plastic) 
... Tingley’s s-t-r-e-t-c-h on 
easily . . . button snugly around Pian 
the ankles . . . can’t pull off. No BROWN, 
lost buttons, straps or loops— ‘aaa 
they’re integral parts of the from $2.00 
boots. No size problem either 
... Tingley’s “grow” with grow- 
ing feet . . . no fabric lining... 
easily washed inside as well as out. 
Red, brown, yellow and black... 
@ This advertisement fit little shoes from size 5 through 13 
appears in and older children’s sizes through 6. 
Parents’ Magazine At most shoe departments and shoe 
ter Gatch. stores. If not at yours, write for 
catalog. 


RUBBER FOOTWEAR FOR ADULTS + CHILDREN + MECHANICS + FARMERS 


TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahwoy, New Jersey 


Please send me the name of nearest Tingley distributor and latest catalog. 


@ /f you don't know the 
Tingley Distributor, write 


MMS Os ona te edevncuberaadenesaciknainetite rhe 
Address 


eee 
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Retail salesmen should fit shoes 


as if their future depended on it... 


. because it does. 


(in stock) 


HEYDAYS SHOES INC. © 2032 LOCUST STREET © SAINT LOUIS 3, MISSOURI 
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Voice of the [rade 


“Thom McAn’s Bustin’ Out All Over!” 
And no wonder! In one of the most 
concentrated phases of Melville Shoe 
Corporation’s expansion program . . . 
they plan to open 53 new TM stores 
between August 13 and November 19 
—an average of nearly four stores a 
week. Most are planned to bow in 
time for the big back-to-school period 
and the heavier part of the fall buy- 
ing season. 


The mass opening of so many stores 
within only 14 weeks is unprecedented 
in Thom McAn history. Never before 
have they opened so many new stores 
in so many locations in such a short 
period of time. The fifty-three new 
stores will bring the year’s total of 
openings to 65. Over half of these— 
34 in all—will be drive-ins, making 
1959 the biggest year for highway 
stores. Ten highway stores will open 
appropriately in two big automotive 
states—Michigan and California. 
Three of these new stores will be 
Thom McAn’s first units outside of 
Continental United States. A new 
store will be opened in Honolulu, 
Hawaii, and two new ones in Puerto 
Rico. 

Opening so many stores in such a 
short period of time is really a stu- 
pendous undertaking. But executives 
at TM feel: “The busier the season 
in which we open, the bigger the 
business we will attract. If we can 
open in the early part of a busy sea- 
son, the longer will be the period we 
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will have before the year end to get 
sales revenue to pay for the heavy 
extra expenses which openings entail. 
“Finally, we have to send stores a lot 
of extra merchandise for an opening, 
so that we can properly service cus- 
tomers even when the opening exceeds 
expectations. A large proportion of 
this is seasonal merchandise which 
must be sold by season’s end if we 
are to avoid excessive markdowns. So 
we want enough time to do this sell- 
ing job. . . . To stock all 53 new 
stores, our merchandisers estimate 
that they will have to ship about 500,- 
000 extra pairs of shoes in the second 
half of 1959.” 

* * au 
In her presentation of the spring and 
summer 1960 color picture as it ap- 
plies to shoes and apparel for girls 
and boys, to the Children’s Style Com- 
mittee of the National Shoe Retailers 
Association, VIRGINIA SHAW, Fash- 
ion Editor of Parents’ Magazine sum- 
marized: “For the girls, the color 
story is: First, the neutrals in all their 
variations, beige, gray and putty. The 
coral family from pale peach to salmon 
pinks. The yellow to green tones, cov- 
ering a wide expanse. White will 
again be of prime importance. After 
Easter, white combined with neutrals 
will be new. 
“For boys—there is strong interest in 
small glen plaids. Cords are becom- 
ing more and more prevalent for suits. 
With both of these, the black shoe is 
recommended. Madras for jackets and 
shirtings is expected to be very popu- 
lar, also grayed greens. The all-brown 
or brown shoe with white mesh plug 
goes well with this. The white buck 
shoe should enjoy a happy return. . . 
with all the white in boys’ wear pre- 
dicted for summer.” 


* * * 


rRED GANNON, our correspondent 


BOOT ann SHOE 
RECORDER 


in Salem, Mass., really stumped us 
recently when he asked: “Who was 
the first man to sign a contract for 
advertising boots and shoes?” What 
prompted this query was probably the 
specimen of early advertising in the 


SALEM WEEKLY PAPER of 1799 


that he had seen. He quotes: 

“Luke Heard, Boot and Shoe Maker 
-—Respectfully informs his friends and 
the public that he has taken a new 
shop. He solicits their patronage and 
every favor will be graciously ac- 
cepted.” A far cry from today’s sub- 
liminal sell . . 
In the same paper, William & George 
Dean advertised: “Plated Silver 
Buckles For Shoes”—also shoemakers 
tools, also leather goods of many 


.or is it? 


sorts.” 


* * * 


“Service to the customer is the most 
important factor for a successful shoe 
operation,” says RAY HEIDEMAN, 
manager of the women’s shoe salon 
at Battelstein’s Rover Oaks in Hous- 
ton, “We back- 
wards for our customers.” 


Texas. bend over 
Fashion-minded Battelstein’s was one 
of the first stores in Houston to go 
suburban with its River Oaks store, 
located on the outskirts of one of the 


The 


suburban location has attained over- 


wealthiest sections of the city. 


whelming acceptance and success, as 
has its first floor women’s shoe salon. 
Accounting, in part, for this fact, Mr. 
Heideman believes is “housewives to- 
day don’t want to get dressed up and 
go into town. Yet they want fashion 
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merchandise. In our operation (which 
features I. Miller and Evins foot- 
wear), we keep a balanced stock of 
dress as well as casual shoes, with 
prices ranging up to fifty dollars.” 


os * * 


A. L. JOHNSON of /nternational 
Shoe Company . . . and Chairman of 
the Children’s Promotion Committee 
of the National Shoe Institute, an- 
nounced that “The Cool, Bright Shoe” 
will be the official industry fashion 
theme for the spring and summer of 
1960. This will be a post-Easter pro- 
motion, built on the idea of a hot 
weather shoe; and will include such 
cut-outs and_ all 
construction. 


sandals, 
shoes of lightweight 
Cool colors, muted pastels, corals, 
orange to peach range, yellows and 
greens will be featured in girls shoes 
and for the boys—lighter toned 
leathers. Mr. Johnson said: “Our 
Committee’s choice was dictated by 
the desire to find a shoe that would be 
liked by youngsters for all occasions 
and that would represent cool com- 
fort as well as adequate support. It 
would not replace any shoe now on 
the market (except possibly the 
sneaker) and in every sense would 


° ” 
mean extra pairage. 


types as 


*% * * 


In its recent promotion release, the 
SHOE INFORMATION BUREAU OF 
CANADA reviewed the back-to-school 
shoes for children and at the same 
time stressed that value and fit should 
be the prime considerations. They also 
interspersed some interesting couplets: 


* * * 


Two of us on the way to school, 
So we may learn to find our feet 
In the great, big world of grown-ups 
Where rules were never made to keep. 


* * * 


So many feet on the classroom floor, 
So much running up and down, 

Here and there . . . how many more 
To the grown-up world of merry-go- 

round? 
* ~~ + 

Ilere we had best on tip-toe tread 
While I for safety march ahead 
For this is that enchanted ground 
Where all who loiter slumber sound. 


(R.L.S. ) 


by ESTELLE G. ANDERSON 


Profile .... 





EMIL HAUG 


6G OR he’s a great guy,” was the clarion call. “Any man who has 
been with one concern for over forty years deserves recognition,” 
was a motivating reason. “And, any time is a good time for 
friends to meet,” is an established fact. Put them all together and they 
added up to a small dinner party tendered to Emil Haug on September 2nd, 
in the Chinese Room of the Park Sheraton Hotel in New York. 

Thirty of Emil’s friends spontaneously decided they would like to 
show their fondness and friendship for him. At the same time, to make due 
acknowledgment of the fine job he has done at S. Goldberg & Co., Inc., 
in Hackensack, New Jersey, ever since he started with the firm in 1919, 

He didn’t have much schooling up to that time . . . possibly elementary 
and a year or two in high school. He did spend two years in the Navy, 
during World War 1, aboard a destroyer. Made about fifty crossings of 
the Atlantic Ocean! You'll never guess what particular niche he filled on 
that destroyer. . .. He was a cook! And he’s mighty proud of that stint. 

When he came out of the Navy, in 1919, he immediately went to 
work at S. Goldberg & Co., Inc. From cook . .. to chief cook and bottle 
washer. It’s more than a cliche as far as Emil’s work with this firm is 
concerned. He has been part and parcel of every department, including 
receiving, packing, production, purchasing, credit and selling . . . and he’s 
had forty years in which to do it. 

For the record, S. Goldberg & Co., Inc., of Hackensack, New Jersey, 
have been manufacturing a general line of staple and novelty slippers for 
more than fifty years. They are one of the largest stitchdown manufac- 
turers in the business . . . with an output of some 25,000 pairs of men’s, 
women’s and children’s slippers per day. Their distribution is mainly 
through variety chains and mail order houses across the country. They have 
kept pace with all the changes and progress through the years . . . stylewise, 
construction-wise, material-wise. 

Emil and his wife recently celebrated their thirty-fifth wedding anni- 
versary. They live in Ridgefield Park, one of the suburbs in New Jersey. 

(CONTINUED ON PAGE 79) 
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A highly individual dressy style is this two-eyelet raglan blucher 
flat-seam moccasin in brown boarded calf. A highlight is the 


sweeping curve of the lace stay which breaks sharply to form a right 
angle with the fine black leather binding at the topline. The lace 
stay is further defined by a decorative stitch which follows its 
curved contour. The squared effect of the toe is also squared on 
the overlaid plug which features a single perf centered between two 
rows of fine stitching. Black laces further dramatize the black on 
brown theme; a British Walker by E. E. Taylor. 








Graceful high heel draped d’ Orsay 


pump in white luster calf. Panorama. 





by ELEANOR M. RUTTY 


urt Light: 


@ Women by the sea, on the sea and in the air over the 
sea should look very charming this coming winter in 
color very much like the whitened colors of sea shells. 
They will be pretty in pastel pink, blue, yellow, green. 
lavender and off-white, and dazzling in true white. They 
will wear these colors in shoes singly or in combinations. 

The popular new spectators will be in combinations of 
white with pastels, pastels with white or pastels with 
pastels. The revival of sandals will give opportunity for 
combinations of two, three and four colors. In tailored 
shoes—other than spectators—there will also be color 
contrasts. Sharp contrasts, in all types, will be limited 
chiefly to black and white and red, white and blue. Very 
much liked will be ombré combinations, three shades 
in one color family, starting with the pale pastel. 

Natural will find a strong market in straws and straw- 
cloths. Strawcloth laminated between sheets of vinyl 
plastic is staging a comeback. Mesh is slated to be 
better than ever this coming year and will also be 
laminated between the vinyl sheets. Clear vinyl plastic, 
unlaminated, is also having a strong revival. Shining 
surfaces will be popular in luster and patent leathers 
and vinyl plastics and some straws. 


i) 


Open toe sling with softly draped 
vamp. D’ Antonio. 


Prettily detailed white suede pump 
on medium walking heel and rounded 
toe. Fox. 











Gold mesh pump with green satin 
spectator treatment. I. Miller. 


Pastels and White 
Launched tor Resort Wear... 


Unlined walking shoe on 
11/8 stacked heel and “Fly- 
ing Carpet” rubber insert 
sole, Caprini. 


wor es FSS ete cy aiias —— 








Italian influence in 
asymmetric pointed 


tongue pump on 14/8 
heel. Gamins. 


Open and airy, pretty and 
feminine, are the shoes for 
|outhern resort and cruise wear. 


Pale blue pump with new 
asymmetric spectator treat- 
ment in white. Palter DeLiso. 





Clear vinyl plastic 
mule with sidasene 
green sock lining and 
: ; heel. Valentine. 
Very open sandal in multi- 
color pastel kidskin on thin 
24/8 heel. Tweedie Footwear. 





The photos on these pages show examples of 
Russian shoes and shoe prices. 
rubles. Divide by four and you get the approxi- 
mate price in dollars. Quality of construction 


USSIAN shoe prices are fan- 

tastically high by any stand- 

ard—theirs, ours or anyone’s. 

An average pair of shoes for an adult 
costs about $60. 

When 


people in America or other Western 


such prices are cited to 
nations, after expressing amazement, 
they ask obvious questions, such as, 
“But how can the average Russian 
afford to buy shoes at those prices?” 

We'll answer this in a moment. But 
first we must understand that all con- 
sumer goods are exorbitantly priced 
in Russia. For example, an ordinary 


men’s felt hat, $38 (U.S. 


price about 


Prices are in 


men’s suit, $150; 
$300-$350 


(U.S. equivalent about $75); a boy’s 


$8); a cheap quality 
moderate quality suit, 
cotton shirt, $6; men’s rayon-cotton 
sox, $2; women’s rayon-like stockings, 
$4 (a pair of nylons costs about $9 a 
pair); children’s cotton sox, $1.50; 
a man’s cotton shirt, $20. 

That will give you an idea. 

Right here, however, let’s explain 


pricing in the Soviet Union. If you 


try to appraise Russian prices or pric- 
ing policies by ours or by those of 
other free-enterprise nations, you get 
a distorted and unrealistic view. Prices 
in a free-enterprise economy are de- 





and materials, by U. S. or Western European 
standards, is usually inferior. Average prices 
of men’s shoes are $60 to $80 a pair; for wo- 
men’s, $40 to $75; for children’s, $10 to $20. 


termined by cost of the product plus 
a reasonable markup that covers oper- 
ating costs and allows for a margin 
of net profit. Prices are also deter- 
mined by competitive forces, tech- 
nological or otherwise. As we well 
know, this kind of economic system 
tends to hold prices, markup and 
profit to a minimum level. 

But free enterprise plays no role in 
the Russian economy. Prices are set 
by the state. Once they’re set, the 
consumer has one of two choices: to 
buy at these prices (which are the 
same everywhere), or to go without. 

Secondly, and very important, Rus- 
sian prices “political prices.” 
They’re used as political levers. Let’s 
explain. For example, Russia boasts 
to the world, and to its own people, 
about the various “free” and low-cost 


are 


services it provides for the people. 
I'ree medical and hospital services; 
free higher education; free nursery 
care for the small children of work- 
ing mothers; low-cost rental (4-7 per 
cent, as compared with our average 
of 23-27 per cent); etc. 

No economist in the world upholds 
the illusory theory that something 
can be had for nothing. But the Soviet 
government has solidly sold this idea 
to its people, as well as to many other 





Shoe Industry.... 


Mr. Rossi discusses the prices Russians have to pay for shoes and other consumer 
goods. He also explains how it is possible for poorly paid Russian workers to pay 


these prices. This is the third of Mr. Rossi’s articles on the Russian shoe industry. 
by WILLIAM A. ROSSI 


SAMPLES OF RUSSIAN SHOE PRICES 


people throughout the world. How 
are these “free” or low-cost services 
paid for? There are salaries for doc- 
tors and nurses and college profes- 
sors; costs to build hospitals and 
apartment buildings and colleges, to 
buy equipment, etc. Where does the 
money come from? The income tax 
amounts to only about five per cent. 
This may be enough to cover mainte- 
nance of the vast Soviet military ma- 
chine and perhaps operating its vast 
government complex. 

But the 
for, through the nose and elsewhere, 


“free” services are paid 
by the consumer, via consumer goods. 
A large share of the average of $60 
for a pair of shoes is detoured into 
the funds required to provide the 
“free” services and facilities. 
Granted, shoe production costs in 
Russia are substantially higher than 
ours due to efficiency differences. But 
assuming that their production costs 
and that 
wholesaler costs them $10 to produce. 


are double ours, our $5 
How do we account for an exorbitant 
markup of 500 per cent or more on 
this shoe wholesaling for $10? 


But the 


vices and facilities provided the Rus- 


“free” and low-cost ser- 


sian people can be used effectively as 


domestic and _ international 


ganda by the Soviet government. This, 


propa- 


from a political advantage standpoint, 
has more value than normal consumer 
goods prices. For example, at the 
Soviet Exhibition at the Coliseum in 
New York, a very heavy play is given 
to these “free” services available to 


the Russian people. Nothing. of course, 


is said about the extremely high con- 
sumer goods prices. 

These hidden costs for the so-called 
free services and facilities are graphic 
of the old saying, 
(CONTINUED ON PAGE 58) 


demonstration 





Description of Shoe 


Price in 
Rubles 
(4 R. per $) 





MEN'S SHOES 


1) Plain-toe oxford (side lea.) 

2) Plain-toe hightop (side lea. ) 

3) Calf hightop, fleece lined 

4) Crepe-sole side lea. oxford 

5) Monk strap oxf., synthetic sole 

6) Stitchdown lea. oxford, synthetic sole 

7) Stitchdown Congress Boot 

8) Leather sandal, leather sole 

9) Printed cowhide oxford, synthetic (slab) 
sole 

10) Canvas upper, 


lea. sole oxf. 


WOMEN’S SHOES 


1) Open-toe slingback, California 





2) Punched pig pump, Louis heel 
3) Smooth-suede combination pump, Louis 
heel, small bow } 
4) Backless, open-toe, wedge heel, punched} 
| 
| 





patent vamp 

5) Stripping sandal, Louis heel 

6) Stitchdown oxford, lea. upper 

7) Cheap velvet pump (Chinese) 

8) Suede pump, lea. sole 

9) Heavy Stitchdown oxford, slab rubber 
sole 


CHILDREN’S SHOES 


1) Stitchdown one-strap 

2) Boys' side lea. hightop 
3) Misses' Stitchdown pump 
4) Growing girls' welt oxford 
5) Child's Stitchdown oxford 
6) Infants' elk bootee 

7) Infants' one-strap, elk 
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Price in 
Dollars 


Estimated American 
Quality Value in $ 





$ 65 
77.5 
125. 
107.5 
70. 


75. 


.50 
18.75 
35.00 
50.00 
15.00 
10.00 
11.50 





Note: Estimated or comparative American quality value in dollars is based on the quality 
of the leathers and other materials used, plus quality of construction and appearance 


Note: 


Drastic difference in children's and adult's shoe prices due not to important differ 


ences in materials or constructions but simply a ''price concession" made by Soviet 
government on most consumer goods for children. Children's shoe prices still 
high, but not as exorbitantly high as for adult shoes. 
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AFTER FIVE 


SHOE 
by 


is in luxurious 


NYLOVEL’ 


JUST HOW does NyloVel add desirable extras to 
smartly-styled women’s shoes? 


COLOR is a major buying motivation. NyloVel 
comes in the deepest black of all 

shoe materials. It does not smudge, lose 
intensity or wear into a dusty gray. 


NYLOVEL has a frosty topping on rich pastels 
for resort and spring . . . exactly what 

stylists decree is right. This 

wonder material can safely weather 

the unusual treatment of shoes. 


YOU WILL develop a strong 
friendship with NyloVel after trying 
it in a run of women’s shoes. 


DINNER DATE...an exciting new style 
by RED CROSS SHOES which 
smartest women will admire and 
select. In black NyloVel with 

black faille bow, set-off by 
handsome rhinestone 

clip. On 21/8 and 

18/8 heel lasts. 














*This product has no connection whatever F A B R | C Ss & 0) R P 0 R A T | 0 N 


with The American National Red Cross 48 West 38th Street New York 18, N. Y. 
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Salute to American Design 


September 15, 


1959 


AL CAREAGA, 
Stylist Tweedie Footwear 


@ A study of trends in pattern silhouettes, this designer 
Says, points to the growing interest in opened-up shoes, 
more graceful pump outlines, simple ornamentation look- 
ing like a part of the shoe. 
Slings, clings, halters and areas of vinylite will all be 
part of the open shoe picture, but the modern 
woman wants something new with a modern 
streamlined look. Let’s give her what she wants 
—what she finds in other kinds of merchandise, 
he says. “Let’s change the nature of the back part 
of the shoe and pattern the vamp into a new 
modern look.” In closed pumps the outlines are 
(CONTINUED ON PAGE 66) 


Large shoe, center: New look in new treatment 
of very open back sandal on 24/8 heel. Clock- 
wise, starting top left: Soft, flexible, unlined 
pump, slightly walled toe, 19/8 stacked heel; 
very bare sandal on a 24/8 heel; closed pump 
in white calf with gold kid tip; fluid lines in 
closed pump with fluid vamp ornamentation in 
three-tone ombré, 24/8 or 21/8 heel. 





U.S. Footwear Gains in 


Now that the figures are in, it is possible to draw some conclu- 
sions about what lies ahead. An interview with J. G. Schnitzer. 


MEN'S & 
1959 
1958 


BOYS 


WOMEN'S & CHILDREN'S 
1959 
1958 

Infants' & Children's 


1959 
1958 


Slippers for housewear 
1959 
1955 

Moccasin Indian type 
1959 


1958 


Huaraches 


1959 





1958 


Skating McKay sewed 
1959 
1958 


Shoes & other ftw. leath. 
soled textile uppers 
1959 
1958 
Alpargatas, upper C.V. veg. 
fiber 
1959 
1958 


Alpargatas 
1959 
1958 


Shoes & other ftw. uppers & 
soles of woo! felt 
1959 
1958 


Shoes & other ftw, uppers of 
veg. fiber exc, cotton 
1959 
1958 
Shoes & other ftw. textile 
uppers 
1959 
1958 


nee... 


GRAND TOTAL 
1959 
1958 


Average price per imported pair 
1959 
1958 





U. S. IMPORTS - FOOTWEAR 


JANUARY - JUNE 
JANUARY - JUNE 


Leather, Shoes and Allied Products Division 
Business & Defense Services Administration 
U.S. Department of Commerce 


(OTHER THAN RUBBER) 


1959 
1958 


(PRELIMINARY ) 





Total 
PAIRS VALVE 


| 
| 8,027,557 
| 6, 276, 132 


| 1, 906, 327 
| 2, 941, 922 
| 


6, 274, 935 


5, 470, 491 


3, 123, 981 
4,789, 468 


14,817 


22, 848 


16, 166 
29, 006 


| 
| 367, 769 
269, 621 


379, 811 
264, 261 





464, 664 


505, 390 


352, 044 
339, 702 





110, 236 
35, 860 


dad) 
101, 508 





286, 584 
297, 080 


| 1, 549, 097 


977, 367 


9,906, 632 
10, 843, 781 











VALUE 


7, 567 


905 


United Kingdom 
PAIRS VALUE 


631, 171 
638, 447 


| 3, 240, 316 
| 2,641, 038 
| 
430, 990 
188, 493 


83, 937 
34, 158 


92 


13, 033 
10, 002 


10, 023 


| 
| 
} 
} 
| 
| 


748, 513 
677, 303 


3, 732, 854 
2, 839, 533 


$4.99 
$4.19 











EDITOR’S NOTE: We all know that 
business this year is better than last 
year. How sound is this recovery? Will 
production and sales remain strong 
throughout 1959? What about imports 
—still gaining? How much current buy- 


46 


ing by retailers is “scare” buying? For 
the answers to these and other ques- 
tions, read the following interview, by 
the editors of the Recorper, with J. G. 
Schnitzer, Director of the Leather, Shoes 
end Allied Products Div. in the U. S. 


Commerce Department’s Business and 
Defense Services Administration. 
e 
Q-—Now that we've seen the figures 
on production and sales of footwear in 
the first six months of this year, would 
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First Six Months... 


U.S. Department of Commerce 


U. S. IMPORTS —- FOOTWEAR 


Leather, Shoes and Allied Products Division 
Business & Defense Services Administration 


(OTHER THAN RUBBER) 


JANUARY - JUNE 
JANUARY - JUNE 


1959 
1958 


(PRELIMINARY ) 





PAIRS 

MEN'S & BOYS' 
1959 
1958 


WOMEN'S & CHILDREN'S 
1959 
1958 


Infants' & Children's 
1959 
1958 

Slippers for housewear 
1959 
1958 


Movcasin Indian type 
1959 


1958 


Huaraches 
1959 
1958 


Skating McKay sewed 
1959 


1958 
Shoes « other ftw. leath. 
soled textile uppers 


1958 


Alpargatas, upper C.V. veg. 
fiber 


1959 
1958 


Alpargatas n.e.s. 
1959 
1958 


Shoes & other ftw. uppers & 
soles of wool felt 
1959 
1958 


Shoes & other ftw. 
veg. fiber exc. 
1959 
1958 


uppers of 
cotton 


Shoes & other ftw. 
uppers n.e.s. 
1959 
1958 


GRAND TOTAL 
1959 
1958 


Average price per imported pair 
1959 
1958 








610, 387 
343, 848 


1, 349, 202 
731,431 


1959 469,911 
170, 896 


155, 429 
213, 162 


2,693, 111 
1, 528, 662 


Italy West Germany 

PATRS V RLUE 
42,977 
11, 141 


209, 369 
69, 383 


4, 127, 893 
2, 426, 906 


11, 287 
4,430 


48,434 
13,817 


1, 375 


117, 167 
50, 999 


10, 812 


869, 682 
400, 238 


45, 599 
69, 368 





464 





202, 610 
191, 560 


8, 392, 246 
4,912, 804 


263, 218 3 
83, 200 


$3.12 
$3, 21 








parg VALUE 


54, 280 
983, 100 


679, 137 
919, 493 


168, 492 
127, 156 


168, 032 
222, 677 


, 190, 564 
403, 849 


531, 396 
951, 988 


799, 901 
5, 608, 263 


Hong Kor 
PAIRS VALUE 


244, 823 
484, 227 


48, 003 
468, 085 


261, 075 
647, 945 


495, 147 
1, 286, 674 


407, 226 
319, 110 


248, 032 
209, 887 


12,880 


91, 046 


20, 928 
46, 285 “ 





65, 725 


97,659 





674, 903 
201, 444 











329, 270 
213, 542 


912, 270 | 
1, 186,303 | 


585, 808 
788, 144 


1, 705, 164 
2, 313, 689 





.64¢ 
.66¢ 


.45¢ 
41¢ 








you say that factory activity and retail 
sales are running at satisfactory levels? 

A—It is my opinion that domestic 
production and trade have been excep- 
tionally favorable this year in virtually 
all aspects. Let’s look at production, 
first. The total volume of output in the 
first half of 1959 was more than 12.5 
per cent greater than a year ago. All 
types of footwear registered gains. Not 
one type of production failed to record 
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a gain in output. Increases were strong- 
est in production of athletic footwear, 
which was almost 50 per cent higher in 
1959 than in 1958. Next in importance 
are misses’ shoes, which are running 22 
per cent ahead of last year. Men’s work 
shoes are running 21 per cent higher. 
The total for the first half of 1959 was 
more than 326 million pairs. This sug- 
gests an annual production of more than 
650 million pairs annually, 


believe the rate of increase 
for the remainder of this 


Q—Do you 
will continue 
year? 

A—I do not believe the same rate of 
gain will continue for the closing six 
months of this year. But I do feel that 
total production will be somewhat high- 
er in the second half of this year than 
in the same period last year. For exam- 

(CONTINUED ON PAGE 60. AD- 
DITIONAL CHART ON PAGE 64) 





So 
much 
MORE 


SHOE... 


No. 1195 Black 
No. 1295 Brown 
Custom Calf 

Overweight sole. 


Gentlemen's Finer Shoes Since 1888 
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SALES TRAINING SERIES 





Suggestion Selling 
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Every shoe salesman must be made to realize that a sale is 
not completed unless additional shoes have been suggested. 


SUCCESSFUL retail shoe store must have a large 
enough volume of sales to produce profits after 
all expenses are deducted. As volume increases, 
there is a better chance for higher profits. Therefore 
you must constantly drive to increase the average amount 
of your dollar sales. Extra business usually comes from: 

1. The use of the various advertising media, such as 
newspapers, radio, direct mail. The general idea is to 
attract as many new customers to your store as possible. 
This usually calls for a well-paid sales promotion or 
advertising expert. 

2. Contacts with outside groups such as fraternal, re- 
ligious and school groups to promote the advantages of 
shopping in certain stores. This, too, means spending 
time and money. 

3. Contacts with professional groups, such as medical 
and nursing people, to let them know that you are able 
to fill prescriptions for special shoes. This calls for addi- 
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by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N.R.M.A. 
tional time and highly specialized knowledge. 

These methods are all important for bringing new 
customers into you store. But how many retail shoemen 
give the same amount of thought to increasing their 
volume with the customers they already have, and at no 
additional expense? How many shoe retailers actually 
train their sales staffs to increase the average size of 
their sales? Have you spent any money to develop your 
sales staff so that the selling of extra pairs becomes an 
important part of their training—even as important as 
knowing how to find the stock? 

The average shoe salesmen is satisfied if he sells what 
the customer asks for and nothing else. He is doing a 
mediocre job. 

You must remember that suggestion selling (selling 

(CONTINUED ON PAGE 60) 
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BIGGEST BONANZA 
in FOOTWEAR? 


Genuine 
my 


“ng r WANN 


J REE 
‘, 


New Irish Setter Brushglove with 
Black RIPPLE® Sole—by JOYCE 
of California. 


GOING GREAT GUNS says MANUFACTURER 


‘Joyce of California shoes with genuine RIPPLE® Sole . . . promoted as the BIG 
GAME series . . . are going great guns, particularly in the new Irish Setter Brushglove 


with Black RIPPLE® Sole."’ 
Andrew F. Robbins, Sales Manager, Joyce of California 


PRE-SOLD CUSTOMERS for RETAILERS 


‘We're doing a tremendous job with RIPPLE” Sole shoes. Because the average 
customer is almost 100 per cent pre-sold by your national advertising, they're a cinch 
to sell! It's not unusual to fit a whole family up at a single ‘sitting’."’ 


Norman H. Rosenfeld, Vice President, Sibley'’s Shoes, Detroit, Mich. 


TIE-IN NOW WITH RIPPLE® Sole’s AGGRESSIVE NATIONAL 
AD CAMPAIGN ... PRE-SELLING TENS OF MILLIONS 
IN MAGAZINES LIKE READER'S DIGEST, VOGUE, ESQUIRE, 
HARPER'S BAZAAR, SATURDAY EVENING POST, etc. 


*TM Ripple Sole Corp. 
FREE! Write for your NEW SALES AIDS FOLDER ... TODAY! 


BEEBE RUBBER COMPANY Nashua, New Hampshire 
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by BILL ROSSI 


Inside Shoe Business 





Regional Shows 


By restricting themselves to the “‘local’”’ scene, many re- 
tailers face the danger of shrinkage through isolation. 


HE increasing number of regional shoe shows has 
now reached the “problem” stage. But despite the 
stark reality of this development, regional shoe 
shows continue to sprout with weed-like persistence. It’s 
estimated that there are now more than 150 regional shoe 
shows of varying size each year. There’s hardly a metro- 
politan area in the country where one or more shoe 
shows aren't spotted somewhere on the annual calendar. 
The regional shoe-show calendar is now so crowded 
that numerous shows are timed on duplicate or over- 
lapping dates. Nevertheless, newcomer shows continue 
to enter the field with the philosophy that there’s always 
room for one more. 


A Constructive Purpose 


Fundamentally, the regional show serves a construc- 
tive purpose. From the retailer’s or buyer’s standpoint 
the “local” show has a convenience value. The local 
buyer can drive into the show from a nearby town on 
Sunday, at little expense and without loss of time from 
his business, and see the handful of lines he wants. Most 
regional shoe shows are basically one-day shows in terms 
of activity. and Sunday is the day. 

We can also understand and appreciate the value of 
the regional show from the standpoint of the shoe 
traveler. It permits him to see numerous customers in 
kis territory within the condensed period of one or two 
days. He can write orders and he can plan his itinerary 
better for follow-up coverage trips. 

The “convenience” appeal of the regional shoe show 
serves as an increasing lure for the retailer and buyer 
who has become growingly cost-conscious and time-con- 
scious in terms of shoe shows. 

Recognizing this, more and more regional or local shoe 
traveler groups are spurred by the urge to start a show 
of their own. And so the regional shows continue to 
mushroom. 

This is leading the industry to no good end. This 
trend, if such it is, may well have some undermining 
effects on the average retailer—especially those retailers 
who are being lulled into the belief that the regional 
shows serve all their essential needs while at the same 
time being a cost-saving and time-saving proposition. 

The retailer or buyer who supposes that a regional 
shoe show can substitute for a national show is making a 
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grave mistake that could well scar the future of his busi- 
ness and downgrade his competitive position. For by 
attending only his regional show, the retailer or buyer 
digs himself into a rut of isolationism. He becomes pro- 
vincial. His ideas about shoe business operation tend 
to become “local” and hence limited. 

This very undermining process is actually taking place, 
particularly with many smaller or “grass roots” retailers 
who are strongly expense-conscious. This could well 
prove to be a penny-wise-pound-foolish approach. These 
retailers are overlooking the significant fact that increas- 
ingly their local competition is coming from the national 
shoe chains, department stores, discount houses, chain 
variety stores, mail order, etc. Keep well in mind that 
these are national organizations which have the benefit 
of the national viewpoint in retailing developments. These 
national organizations, because they have access to 
broader views and nation-wide thinking in shoe business, 
can put these ideas and information to work on a 
local basis. Keyed closer to trends because of their 
broader know-how, they gain a strong competitive advan- 


tage over the strictly local retailer. 


A Clearing House of Ideas 

There are many important things available to the 
average retailer or buyer which aren’t available at the 
smaller regional shows. The national shows offer a much 
more complete presentation of lines, of styling informa- 
tion and trends, of price developments, of hot or special- 
ized items. They offer a much broader source of con- 
tacts with fellow shoemen throughout the country, and 
with top brass of companies; they offer new merchandis- 
ing and promotional programs. Summed up, a national 
show is a clearinghouse of shoe business ideas geared 
to the forthcoming season. 

Shoe business today is far more than the business of 
buying and selling shoes. It’s also a business of ideas. 

Who goes to a circus and visits only the side show 
without visiting the main show in the big tent? Yet many 
Yes, the 


regional shows serve a definite purpose. But the grave 


shoe retailers today are doing just that. 


error is for the retailer to assume that these “convenient” 
shows adequately serve all his needs. This is what leads 
to business isolationism. 

(CONTINUED ON PAGE 76) 
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Shoe courtesy of DeLiso Deb 


queen bee of the newer leathers Newest thing to hit the 


fashion beehive is Honeycomb Calf — and everybody’s buzzing. Honeycomb is a 
natural — a leather of rare textured beauty, of youthful freshness, of velvety soft- 
ness. Yet it has fine “temper,” and holds its shape with good dimensional stability. 
Design its delightful colors into your shoes — Gallun makes the leather that makes 
the difference. / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


GALLUN 
TANTEI 


ove 100 vas 
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News - Retail Trade 





Minneapolis Selling Enlivened 
By Back-to-School Trade 


SHOE sales continued at a high 
level spurred on by back to school 
trade and replenishing of fall shoe 
wardrobes. Except for a few un- 
bearably hot days, shoppers con- 
tinued to stream into department 
and specialty stores to look over and 
buy the new fall numbers. 

Brown appeared to be a very good 
shade especially in deldi suedes and 
calf leathers, although black con- 
tinued to be the number one color in 
both the suedes and the smooth 
leathers. There was considerable in- 
terest in a rusty brown deldi suede 
with a trade name of “brandy.” One 
store reported that black had moved 
well in a luster calf. 

As for high colors, the buyer for 
a major department store said he 
expected grey to be a “sleeper” this 
fall along with mist—pastel—green 
in both deldi suedes and leathers. 
There were occasional calls for red, 
purple and other high colors, but 
stocks of these shades were limited. 

Navy blue and royal blue both 
were mentioned by buyers as having 
a big potential for fall. One store 
said it still was getting calls for 
patent leather styles. Brown reptiles 
also got the nod of buyers with 
lizard first and alligators following 
in popularity. 

Heel heights ranged from 23/8 
down to 18/8 for the dressy num- 
bers, although there seemed to be 
more interest in the very high heels. 
One department manager reported 
that stacked heels were selling very 
well. 

Although closed heel and closed toe 
remained the general trend, there 
was increasing interest in open 
styles. A leading department store 
said that it had more open styles in 
stock than it had had for a long 
time and expected the interest to ac- 
celerate in the spring. 

Traffic in casual styles continued 
brisk. Italian flats sold well along 
with a variety of boots. One buyer 
said that he expects this to be a 
“terrific year” for boots of all kinds. 
Chukka boots already were moving 
as well as other ankle-high numbers. 

Men’s shoe business was sparked 
off with clearance sales the early 
part of the month. Later in August 
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there was interest in back-to-school 
shoes such as loafers and buck styles 
with crepe soles. More fall shoes of 
all kinds including brogues started 
to move. There was also interest in 
casual styles such as desert boots. 
Color interest varied among the 
stores. A leading men’s store said 
that black and brown were selling 
about 50-50. An exclusive men’s 
shop reported that black far outsold 
the browns, while another store said 
that there was the greatest interest 
in the new very dark browns for fall. 


Chicago Shoe Volume 
Mounts to Fall Pitch 


CHICAGO shoe retailing is rap- 
idly hitting its fall stride. Pumps 
lead in women’s types. They are in 
a variety of patterns ranging from 
tailored walking types to very 
dressy versions; this is true in all 
price categories and in all types of 
outlets. 

Black, of course, is tops, but the 
browns are holding up well, and 
there are good sales in blues, greens, 
grays and some reds. Both calf and 
suede are selling, but volume is in 
the former. There have been exten- 
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step up on “how to get around on campus 
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Boots provide fanciful and compelling 
material for illustration as seen in the 
ad above: an eye-catcher. N.Y. (6 cols). 


sive mid-heel promotions and this 
height is now a volume factor even 
in very dressy types. Textured 
leathers and deldi’s have had good 
acceptance. Vinyl and suede and 
vinyl and calf combinations are ac- 
tive for dressy pumps and sandals. 

Thus far, the season has been one 
of heavy and extensive style promo- 
tions. Examples were set at both 
ends of the retail scene. Marshall 
Field & Company and Sears Roe- 
buck each featured full page adver- 
tisements in actual color on brown 
shoes. The $19.95 Field’s shoes of- 
fered “the beautiful browns, new 
shoe shadings for autumn as “a 
stimulating new shoe basic for your 
wardrobe.” The Sears $10.98 shoes 
were featured as “Shoe Shapes in 
Browns” and “to be worn with all 
costume colors.” 

This fashion theme promotion is 
expected to accelerate at all levels. 
Promotions are being built around 
silhouette, a single feature such as 
the mid-heel, color, or material. 

Children’s business has been ex- 
cellent. Classic two and three eyelet 
ties, saddles, and loafers have been 
volume. Nylon velvet is gaining 
over leather uppers in many sectors. 
Although it is regarded as a bit 
early for boot type shoes they have 
done well at the college level and in- 
dicate they will accelerate in many 
other divisions. 


Back-to-School Selling a 
Runaway at Philadelphia 
BACK-TO-SCHOOL shoe selling 
in Philadelphia might well totally 
eclipse back-to-school volume of last 
year. 

Retailers report that parents, chil- 
dren in tow, began flocking to shoe 
stores in mid-August. Early in Sep- 
tember they were still flocking to 
shoe stores, and in greater numbers, 
as well. 

One merchant, surveying a line of 
chairs filled with moppets of all ages 
and sizes ranged beside their atten- 
tive mothers, said happily, “This is 
great; what’s more, wait until the 
first cold weather. Cold weather 
brings the grown-ups in for their 
fall shoes.” 

Brushed and sueded leathers still 

(CONTINUED ON NEXT PAGE) 
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occupy the limelight as merchants 
look ahead to brisk weather selling. 
Reports of hesitant acceptance of 
these types in the Mid and Far 
West could never be duplicated in 
Philadelphia. 

Philadelphians—men, women, col- 
legians, adolescents, and even the 
kids—are showing interest. More 
importantly, they are buying, too. 

A retailer of high style women’s 
shoes sold out his entire stock of one 
sueded type in late August. The 
type was on the very high slim slim 
heel with a collar of simulated leop- 
ard. The soles were bouncey and 
corrugated; the colors included 
fawn, charcoal, slate gray and black. 

The same retailer awaited a cold 
snap for heavy sales of another 
sueded type: a flat with bouncey, 
corrugated sole; ankle high topline 
with slash zipper on the inside of 
the upper, and a metal heraldric or- 
nament on the outside of the upper 
close to the topline. 

Patent leather types were, of 
course providing bread-and-butter 
volume. Black styles were popular, 
especially with small decorative 
touches such as bows, and diminu- 
tive leather thong ties. 

Men’s shoes continued in their 
usual conservative vein. Italian 
style has undoubtedly influenced 
men’s tastes, but that’s about it. 
Older styles are still sought. 

Among popular shoes were: a 
five-eyelet Cordovan plain toe with 
very high welting and heavy wheel- 
ing on the welts, and a three-eyelet 
blucher with high riding tongue and 
California seam moc front. 

Also popular was an Oak brown 
slipon in boarded calf with moc 
front vamp treatment. Interestingly, 
the Norwegian moccasin is being 
shown in display windows. 


Shoe Volume Over 1958 

Totals at San Francisco 
BUSINESS continues to be good 
in San Francisco with shoe volume 
consistently running ahead of last 
year. The percentage of increase 
varies according to the amount of 
promotion work being done. The 
stores reporting the better increases 
are the ones that have been doing 
the most advertising and offering 


54 


special values or features to attract 
the customers. 

Fall promotions have been under 
way since about the middle of Au- 
gust. At the same time back-to- 
school advertising and window dis- 
plays came out in force. The double 
appeal gave a push to the sales of 
both adult and juvenile footwear. 

The Frank Werner stores have 
been using a series of eight inch 
deep ads spread across eight col- 
umns under the general theme of 
New Arrivals on the San Francisco 
Scene This Week. Joseph Magnin 
is making a strong sales appeal with 
a series of ads in each of which 
three shoes are shown in detail. The 
cut of each shoe is eleven inches 
long, and each one is a different heel 
style as well as a different material 
and design. All of the heels are 
sturdy looking as well as stylish. 

The Back to School promotions 
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is the time for all 
fashion-stepping girls 


to meet French Room's new 
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Heels shaped in sc 
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Choose softie leathers, s 
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Typewriter motif achieves college at- 
mosphere in ad for ties and bows, 
“mostly in suedes." Houston {3 cols). 
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have had three types of appeals: 
sturdiness for the younger group, a 
bit of spohistication for those a lit- 
tle older, and the shoe - wardrobe 
idea for the teen-agers. In the latter 
group the idea is to have a shoe for 
sports and outdoor wear, another for 
classroom use, and the third for so- 
cial occasions. 

For the teen-age and college group 
the Spaulding saddle is a basic num- 
ber, but there is also a large show- 
ing of attractive flats in soft kids 
with a variety of toe decorations. 
For campus wear Joseph Mangin had 
an attractive two-button boot with a 
spool heel at $13.95. The campus 
wear shoes for men stick mostly to 
the easy to slip on moccasin type 
in a choice of suede or smooth 
leathers. 


Denver Retailers Vary 
On Selling Outlook 


“WELL satisfied,” “Up to plan,” 
“Slow except in back-to-school busi- 
ness which is terrific,” “Very good” 
and “Well, we’re meeting our fig- 
ures” were the varying replies re- 
ceived from shoe retailers of the 
Denver area regarding business in 
September. 

Suburban stores announced a very 
brisk trade as many suburban 
schools opened August 31. But down- 
town stores expected their biggest 
volume of back - to - school business 
the first half of September. Denver 
schools did not open until Sept. 15. 

In women’s shoes, sales volume 
was not as big as expected because 
of the lingering summer heat: days 
upon end near 90. But many leading 
retailers declared that grey in vari- 
ous tones was the “sleeper” color 
this fall. While black holds a strong 
first place lead, and browns come in 
second, grey is moving closer to the 
two leaders. Oval toes, in those 
shops where they were bought, are 
not selling; squared off toes are sell- 
ing mainly in sports styles with 
built up heels. Women still are de- 
manding elongated toes with very 
high (23/8’s and 24/8’s) heels. 

Another buyer reported unusual 
action in $29.95 plum calf pumps 
with self strap trim; in $24.95 teak- 
wood calf pumps, and in greige and 
sceptre (greyish green) Delhi silk 
suede pumps. He said he had a num- 
ber of orders for a graphite and 
Chinchilla grey combination calf 

(CONTINUED ON PAGE 76) 
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Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 28) 

The campaign to get businessmen 
interested in active politics is mush- 
rooming. 

Unions, along with organized 
farm, veteran, and some _ other 
groups, have ruled the _ political 
roost for decades. They don’t like 
the prospect of competition now. 

Widespread management partici- 
pation in practical politics could ma- 
terially alter present political trends. 

The same drives and skills that 
make businessmen successful will 
also eventually make them political 
leaders. This would weaken union 
and farm group domination of many 
local political organizations. 

So far, the campaign to get man- 
agement into practical politics has 
shown amazing results. Such groups 
as the U.S. Chamber and the Na- 
tional Association of Manufacturers 
have for years been trying to get 
such a drive under a full head of 
steam with only moderate success. 

But it took the tremendous lick- 
ing business-backed candidates suf- 
fered in last November’s congres- 
sional elections to finally turn the 
trick. Now, hosts of big and little 
firms are for the first time actively 
pushing their executives and em- 
ployes into politics. Some have set 
up their own programs, while many 
have relied on programs set up by 
the U.S. Chamber or a fairly new 
organization, the Effective Citizens 
Organization of New York. 

Since it was formed in 1954, ECO 
has conducted some 25 two-day 
courses in politics for businessmen. 
These seminars, continuing at the 
rate of about two a month over the 
country, are held in conjunction 
with a college or university. College 
political experts and _ professional 
politicians from both parties in- 
struct those attending in the arts 
and tools of practical political ac- 
tivity. 

For most firms, a program to get 
management into politics consists of 
several steps. The first is usually 
some type of course in basic civics— 
what government is, how it is run, 
and the structure, function, and 
make-up of political parties from 
the precinct to the national com- 
mittee. 

Analysis of problems, issues, and 
candidates on a nonpartisan basis 
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usually follows. Then, management 
and employes become active in the 
party of their choice, speak out, and 
keep in close touch with elected 
officials, boards, and commissions 
from the local to the national level 


Boys Average 3.4 Pairs 

A Year, Magazine Learns 
NEW YORK—A survey con- 

ducted by Boys’ Life magazine, 

which elicited 1321 respondents con- 

centrated in the 9-to-15 age group 

shows that the magazine’s readers 


the 
FACTS 


favor you! 





WIDTHS 
AAAA to EE 
SIZES to 14 


it’s a fact. The unusually | 
wide size range offers an ex- 
act fit to cradle every foot. 








It’s a fact. Your sales are 
supported by strong national 
advertising in THE NEW 
YORKER, SPORTS ILLUSTRATED 
and ESQUIRE. 


STYLE 6220 
Cordovan 


STYLE 6221 
Black 





Most British Walkers from $20.95 


averaged 3.4 pairs of shoes—leather 
and canvas—purchased during the 
year. 

A total of 56.3 per cent of the 
boys purchased four or more pairs 
of shoes and sneakers. 

Although usually accompanied by 
their mothers, 68 per cent said they 
select their own shoes. Most of the 
shoes were bought at shoe stores, 
but a third said they bought them 
at shoe departments in larger stores. 

A total of 89 per cent claimed they 
polish their own shoes and preferred 
to use paste wax. 


It’s a fact that British Walkers are habit forming! Customer records 
reveal that the average first pair purchase produces a steady cus- 
tomer for the store, the line and (often) the style. This profitable 
repeat business is based on actual, demonstrable advantages. 


SMITH SYNCHRO-FLEX CONSTRUCTION 


Tempered steel shank 
with exclusive leaf- 
spring arch support. 


Pliant innersole with 
deep cushioned filler, 


Upper leather lining 
for flexibility. 


It’s a fact. This engineered construc- 
tion supports the arch with steel 
strength, adapts to the natural move- 
ment of the foot. Combines firm heel 
to ball-of-foot support with cush- 
ioned flexibility. 


BRITISH 
WALKERS 


Write, wire or phone collect today for complete 
information, E. £. Taylor Corp., Freeport, Maine. 








Waterproof* Shoes 
with Sylflex Leather 
Build More Traffic 


...1lncrease your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 

promoted as waterproof unless the leather is SYLFLEX. 


Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 


H. H. Brown Shoe Co. 
Cedar-Crest Shoe Co., Div. General Shoe Corporation 
Dunham Brothers Company 


International Shoe Company 
Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 


A leather shoe is waterproof only when it has all 3: 


a kG) Sealed upper seams to prevent seepage. 


5 ¢)) Vuleanized construction for watertight sole attachment. 


. @ SYLFLEX® leather for water repellency plus free-breathing comfort. 


Look for this tag 
when you buy... 
it’s your assurance 
that shoes are 
truly waterproof. sna el iste og iaat: | 


@ Keeps water out 
and still breathes 


@ Makes shoes more 
comfortabie to wear 
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St. Louis 


Sounp, steady increases continue to be shown by St. Louis 
producers. Pairage volume increases are reported at every 
level between five and 25 per cent and even more. Factories 
here remain busy, especially in the finishing, packing, and 
shipping operations. The amount of cutting ahead slowed 
down for the late summer lull, but when back-to-school retail 
began to open up in late August, re-orders and fill-ins took 
up the cutting slack. Women’s re-order pace to date is some- 
what below anticipated levels, manufacturers indicate. 

A strike that lasted less than five hours occurred at Inter- 
national Shoe Company over what the union termed a “breach 
of contract.” About 800 employees left their jobs in mid- 
afternoon, but management and union negotiators ironed out 
the differences by early evening. The issue at stake was a 
company attempt to institute a “line average system,” a mini- 
mum production rate for all workers in the shoe packaging 
operation. Union officials contended that such an “average” 
failed to take into consideration human differences in work 
rates. 

With all shoe producers’ eyes focused on the price-of- 
leather problem, an address on drum curing hides by E. W. 
Drew, manager of ISCO’s hide purchasing department, car- 
ries special significance. Speaking before the annual meeting 
of the Texas Industry Meat Packers Association, Mr. Drew 
said that “the record of handling hides by your industry and 
mine has been filled with carelessness, negligence and in- 
difference. This attitude has deprived it of almost a billion 
dollars income during the period from 1953 through 1958. 
An estimate of the loss in the sale of leather because of the 
rot or putrefaction in our only rawstock is an impossibility.” 

Mr. Drew observed that too little “concerted attempt” has 
been made to improve the condition of hides. “A large re- 
duction in upper leather requirements in the near future is 
more than just a possibility. The packers, the tanners, and 
the hide people have defied progress to the extent that we 
may have already had our last chance to prevent this com- 
petition.” 

Because of the Miami show scheduled for later this month, 
many St. Louis factories are putting the finishing touches on 
samples of resort and spring styles. Great enthusiasm con- 
tinues to be shown in manufacturing circles here over the 
Florida showing. 


Chicago 


SHOE manufacturing continues good in the Chicago area. 
Second orders and fill-ins are coming in at a steady rate. 
Salesmen have been out on their second runs and mail orders 
are flowing in steadily. Regional shows have also helped 
spark fill-ins as well as bringing in orders on new styles such 
as novelties, slippers, and other items for late winter and 
heliday selling. 

Retail business had a brief setback in early fall business 
due to severe het weather the last two weeks of August. A 
number of retailers asked earlier delivery on children’s shoes 
indicating back-to-school business was good. Re-orders have 
been active on women’s staple styles but there have been few 
re-orders on high style shoes. This is normal, since retailers 
prefer to let them run their course as they have been inter- 
ested in adding new styles to their lines. 

This means that most manufacturers are now adding a 
few new styles each month which permits them to plan style 
promotional themes built around pattern, color, or material. 
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Business is also being written on cruise and southern types. 
It’s pointed out that these must be presented now, since most 
retailers want delivery by November 15 or December 1. 

There’s an interesting development in men’s lines. It’s 
noted in a return to more emphasis on staple patterns. There’s 
a feeling that there’s been too much emphasis on casuals, 
light weight types and novelties. Both retailers and manu- 
facturers have found demands for and shortages in staples 
during the past two seasons. 


Los Angeles 


GENERALLY, shoe manufacturing in Southern California 
continues in good form. Of course, there are those who say 
that business is on the downgrade because of the high cost 
of leather and the even higher cost of labor in this part of 
the country as compared with that of the South. Others in- 
sist that foreign imports are taking a toll. 

Sometimes these views have merit and sometimes they 
don’t. There are quite a few manufacturers who feel they 
are doing all right and say it looks to them like the coming 
season will be a profitable one. 

Speaking for an old and established firm, Harry Moss, 
head of Kimel of California, says business has never been 
better. Kimel has far exceeded its business for all of last 
year. Since it is exclusively an open shoe manufacturer, the 
increased trend back to this type of footwear is right down 
its alley. 

Kimel is deep in the process of getting ready for the East- 
ern showing of their spring line in October. Straws, luster 
leathers, black patents, vinyls as a trim for other materials 
will be featured for the retailers to see. Moss feels the plain 
pump has reached its saturation point and women will be 
shying away from them in favor of the use of trims to dress 
them up. “After all,” he says, “why should a woman pay $40 
for a pair of shoes only to have them look no more expensive 
than those priced at $6?” 

Mac Presberg, speaking for one of our newest California 
manufacturers, Willberg Footwear, which produces nothing 
but women’s casuals using up to 8/8 heels, says they are 
amazed how good business is. Since they started their fac- 
tory last May, the acceptance of their merchandise by better 
stores has more than repaid them for all their efforts. Pres- 
berg says he feels that one of the reasons for their success 
is their firm stand on shipping all orders within three weeks 


of receipt. 
New England 


DesPITE early indications that fall shoe sales at the retail 
level will maintain the pace set in the first half year, shoe 
manufacturers in New England were still looking for healthy 
second run reorders to keep them busy. 

The majority of factories are still caught in the pricing 
dilemma, waiting news of initial consumer reaction to earlier 
fall price increases and wondering how closely to refigure 
replacement costs on the second run. Those who have post- 
poned increases in hopes of a decline in leather prices are 
now faced with the necessity of substantial increases, Others 
who averaged out cost rises on the first run are refiguring 
prices again in an attempt to hold up profit margins. 

Another problem facing manufacturers is the recently re- 
newed strength of the hide market following a short period 
of declines. Some shoe producers were fortunate enough to 

(CONTINUED ON PAGE 74) 
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The Russian Shoe Industry 
(CONTINUED FROM PAGE 43) 


“When you buy something for a song, 
watch out for the accompaniment.” 

Yes, prices of consumer goods are 
being lowered gradually as more of 
these goods become available. Over 
the past six years there have been 
some reductions in shoe prices, and 
there will be further reductions in 
the years ahead. But it’s apparent 
that even when the ideal conditions 
are reached, consumer prices must 
reach a minimum reduction level— 
and this level will still be substan- 
tially above that of the same prod- 
ucts sold in free-enterprise coun- 
tries, 

This is one major reason why the 
Russian ruble has little currency 
value on the international market. 
It’s not a “natural” currency but a 
“political” currency. Russian prices 
are erratically out of realistic pro- 
portion — extraordinarily low or 
high, depending upon the “political 
value” of the commodity. 

For Ivan, the ruble, in terms of 
purchasing power, is worth about 25 
four to the U. S. dollar. 
The American tourist, given a more 
realistic concession, is allowed ten 
rubles for his dollar. But an active 
black-market money exchange oper- 
ates in Russia. I was approached on 
the street three times by English- 
speaking (and Western - dressed) 
young Russians offering me 20 rubles 
to the U. S. dollar. We must assume 
that for them to net a profit on 
the exchange, they in turn would 
have to get 25 to 30 rubles for that 
U. S. dollar. This gives some idea 
of the great elasticity of the Russian 
ruble. 


cents, or 


Average wages in the Soviet 
Union are 800 rubles a month, 
roughly about 200 rubles a week. 
Converted into dollars, four rubles 
per dollar, it amounts to $50 a week 
(a 48-hour week is standard in Rus- 
sia). Now, $50 weekly, though lower 
than our average ($90 a 40-hour 
week, average weekly earnings for 
all manufacturing industries com- 
bined), is still appreciably higher 
than for most other nations in the 
world, including those of Western 
Europe. 


However, that’s a very deceptive 


$50. Translated into purchasing 
power, it’s worth less than half that. 
In terms of “real” or purchasing- 
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power wages, the average Russian’s 
weekly earnings are closer to $15 
or $18. 

So the best way to understand the 
Russian standard of living is not by 
rubles or dollars earned, but by pur- 
chasing power—the hours of work 
required to buy a given product. And 
here, suddenly, the true picture of 
the Russian standard of living, rela- 
tive to American or West European 
standards, comes into focus. 

For example, for our $90-a-week 
worker to buy an average-price pair 
of men’s $10 shoes would require 
41% hours of work. In Russia, for 
Jvan to buy his shoes, average price 
280 rubles or $70, he must work 67 
hours. Thus the average Russian 
must work 15 times longer than the 
American to pay for his shoes. In 
Western Europe (France, Italy, W. 
Germany, the Scandinavian coun- 
tries, etc.) it requires about 11 
hours of work to earn what’s needed 
to buy an average pair of men’s 
shoes. So by either American or 
W. European purchasing power 
standards, the Russian standard is 
far lower. 

Let’s do it another way. Let’s say 
the American worker’ (average 
hourly earnings $2.25) had to work 
67 hours to pay for his shoes. He’d 
then be paying over $150 a pair for 
his shoes! Fantastic? Yes. But 
that, in terms of earnings and pur- 
chasing power, is what Ivan is pay- 
ing for his shoes. 

One thing we haven’t mentioned: 
quality. The “average” shoe pur- 
chased by the American and Russian 
isn’t the same in quality. If the 
Russian average came up to the level 
of the American average, the Rus- 
sian price would be closer to 450 
rubles or about $112 a pair. 

In Russia, men’s shoes average 
between 260 and 380 rubles, or $65 
to $95 a pair. Women’s shoes aver- 
age between 200 and 300 rubles, or 
$50 to $75 a pair. 

By comparison, in terms of qual- 
ity, the same shoes in America 
would sell from $7 to $9 a pair in 
men’s, and from $4.50 to $6.50 in 
women’s 

In children’s shoes the Soviet 
government makes a price conces- 
sion. Although these shoes are still 
high-priced, they’re not as exorbi- 
tantly high-priced as adult shoes. 
Children’s shoes average between 
36 and 80 rubles ($9 to $20) a pair. 


Most of those in the lower prices 
are cheap Stitchdowns of relatively 
poor construction and materials. The 
price concession is made by the gov- 
ernment because the Russian people 
have a very deep affection for chil- 
dren. It’s a “children first’? country. 

Children’s shoes offer a good ex- 
ample of the enormous “elasticity” 
of Russian shoe prices. A youth’s 
Goodyear welt hightop leather shoe 
might sell for 90 rubles ($22.50). 
A women’s low-heel sandal of cement 
construction will sell for 300 rubles 
($75). From the standpoint of con- 
struction and materials cost, the 
youth’s shoe should sell for more, 
or at least as much. But it’s priced 
at only a third of the women’s shoe. 
This is an example of what we mean 
when we say that Russian shoe 
prices have little relation to eco- 
nomic reality, and thus are more 
aptly “political prices” rather than 
sound economic prices. 

It’s no wonder that at the 
American Exhibition in Moscow 
many Russians were skeptical when 
they saw the vast style variety and 
excellent quality of our shoes, most 
priced at $10 (40 rubles) or under. 
Some thought this was unreal and 
sheer American propaganda. 

Well, how can or do the Russian 
people afford these fantastic prices 
for consumer goods (food, too, is 
high-priced) ? 

First, virtually everyone in Rus- 
sia works. There are very few stay- 
at-home housewives. Stay-at-home 
living for married women, even 
those with small children, is strong- 
ly discouraged. Hence, family in- 
come is. automatically doubled. 
(Note: it’s extremely difficult for an 
average Russian husband to support 
his family on his own wages.) If 
there’s a mother-in-law or a child 
in the late ’teens, she or he works 
also. Thus, the family income, in- 
stead of being 800 rubles a month, 
may swell to 1600 or 2400. And the 
income in these everybody-works 
families goes into a common family 
pool—a family operating fund. 

Secondly, there is little beyond 
basic items—food and clothing— 
for the average family to buy. The 
Russian can’t own land or a house. 
He travels little or not at all. Car 
ownership is infinitesimal.’ Other 
than a movie, sporting events or the 
ballet (all of which are very low- 

(CONTINUED ON PAGE 60) 
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THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. - - SALES FOR DEALERS 


ONLY 


Pro-tek-tiv’ 





“Billy can’t 


BUILT-IN HEEL WEDGE 


wait for you | . .. to help keep ankles from 


turning in 





to order them”’ 


EXTRA HEEL FITTING AID 
. to help hold the heel in 
normal position 





LOWER OUTSIDE QUARTERS 
no gap at the sides—no 
slip at the heel 





RIGHT AND LEFT HEELS 
help give added support to 
inner side of foot 





What she means is—she won't wait! Not even if you have the size Billy needs 
when you open in the morning. She wants it from stock-—now ! 


So, you have just paid... yes paid . . . for a walking, talking advertisement that % 


mir Pi 


may never have a good word to say for your store. 


You can imagine what happens when a couple of customers like this get DIFFERENT ARCH-HEEL HEIGHTS 
P - a _ : . . . changed twice in each size 

together. They'll find common agreement on one fact: Your store doesn’t range 

carry full sizes. And then you've become the victim of a whispering campaign 


that’s hard to stop. 





If your Pro-tek-tiv inventory is spotty from back-to-school selling, remember: 
it isn’t over yet. Don’t miss out on your share of the business still coming— 
size up now. 


a 
2 . pt bis as ait BREAK-IN DIMPLES 
For full information about the Pro-tek-tiv line, or details about pane 0 gpa EE 


a Pro-tek-tiv franchise, write today. the foot 
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CURTIS ¢ STEPHENS ¢ EMBRY CO., READING, PENNA. FREQUENT LAST CHANGES 


twice in each size range 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 Other brands change only once 





The Russian Shoe Industry 
(CONTINUED FROM PAGE 58) 


priced), there’s little in the enter- 
tainment field where money can be 
spent (there are no bars or cocktail 
lounges in Russia). There are no 
two-day week-ends for the Russian 
worker. 

Further, the average family (two 
or three persons) live in only one 
room, sharing a stove and _ toilet 
(public baths outside) with from 
two to four other families. (Note: 
this writer had the privilege of 
being invited to three Russian 
homes, representing three distinct 
income levels: 800, 2,700 and 80,000 
rubles a month. In the low and 
middle income families, three per- 
sons were living in one room. In the 
high income family (three persons 
—the father being a very notable 
engineer in Russia) there were two 
tiny rooms, a tiny kitchenette. and: 
bath. It was a new apartment build- 
ing, and this family had waited four 
years for this relative privacy, 
previously living in a one-room flat, 
despite his high-up position and in- 
come. ) 

With medical services “free,’’ and 
rent very low, but with little that 
the Russian can spend his money on, 
the full share of his income is now 
available to spend on food and cloth- 
ing. Thus, what clothing is avail- 
able in the stores, despite the ex- 
tremely high prices, is eagerly 
bought up by consumers. 

Apparently, the Soviet govern- 
ment has deliberately maintained 
high prices to discourage excessive 
buying of consumer goods until it 
can catch up with demand. But even 
the exorbitant prices have been no 
deterrent to buying by a public that 
has long hungered for a taste of the 
consumer goods so commonplace 
to us. 

(Note: In the next issue of the 
RECORDER, Mr. Rossi will discuss 
retail shoe business in Russia.) 


Suggestion Selling 
(CONTINUED FROM PAGE 49) 


more pairs of shoes than the cus- 
tomer came into the store for) is a 
state of mind. It is a belief. It is 
a way of thinking. Shoe salespeople 
who have this state of mind are al- 
ways successful. Their higher dollar 
sales are completely out of propor- 
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tion to the average sales of the aver- 
age salesman, who is unable to un- 
derstand the importance of selling 
that extra pair. 

Every shoe salesman must be 
made to realize that a sale is not 
completed unless additional shoes 
have been suggested. It is as im- 
portant as measuring feet carefully. 
This feeling must originate with 
top management. It will give best 
results if it is made a logical part 
of the shoe salesman’s selling rou- 
tine. 

The value of this type of selling 
is limitless but it takes a great deal 
of skill and finesse. 

You must make your salespeople 
realize that there are a great many 
customers who need, and would buy, 
extra shoes and _ supplementary 
items such as hose, handbags, pol- 
ish, shoe-trees, shoe shine kits, foot 
powder, rubber footwear, house slip- 
pers and even elastic stockings, if 
only they were made to realize the 
need during the sale. These are 
sources of excellent profits for a pro- 
gressive shoe merchant. 

Other advantages of suggestion 
selling are: 

1. It makes the customer feel that 
she is receiving special, individual 
attention. The salesperson is not 
just making general remarks. He 
is doing everything in his power to 
help the customer fill her individual 
needs. Service of this type will 
make a customer go out of her way 
to patronize a certain store and to 
be waited on by a specific salesman. 
What better chance could the re- 
tailer have to build goodwill? 

2. Extra unit sales to more cus- 
tomers can result in fewer losses 
and markdowns. 

3. Salespeople can be made to feel 
that they are doing a better and 
more productive job. It will give 
them a sense of importance and, in 
many cases, added income. 

Loading a customer with un- 
wanted shoes is not the purpose of 
suggestion selling. This can do 
more harm than good. A customer 
who may be a “soft touch” in the 
store will resent the pressure used 
when she arrives home with shoes 
she does not need. She will hesi- 
tate to return next time and may 
be considered lost to the store as 
far as future sales are concerned. 
You must impress on the minds of 
everybody who takes part in sug- 
gestion selling that its purpose is 


to give more help and greater sat- 
isfaction to the customer and not 
simply to sell extra shoes and find- 
ings, even though that is the basic 
idea. 

Some customers get irritated when 
you try to sell them more shoes 
than they really need or want. This 
is true, but unfortunately too many 
salespeople believe that ALL cus- 
tomers resent suggestions for extra 
sales. They may have been “told 
off” a few times and as a result be 
unreceptive of suggestion selling. 

This brings to mind a story of a 
young man who was standing in 
Times Square and was being slapped 
by a very attractive girl. A stranger 
came up and said, “Pardon me, sir, 
but I just passed this corner and 
saw a young lady slap you again 
and again. Can you tell me why?” 

“Of course,” replied the young 
man. “I often stand on this corner 
and ask every attractive girl who 
passes if she would like to be kissed. 
I know that I get a lot of.slapping, 
but I also get a lot of kisses, too.” 

The moral of this story is that you 
will never get what you want if you 
don’t try. You may get a lot of 
refusals but you will-also get a lot 
of acceptances. 

(CONTINUED ON PAGE 68) 


U. S. Footwear Shows Gains 
(CONTINUED FROM PAGE 47) 


ple: Shipments by shoe factories in the 
first half of 1959 are about nine million 
pairs less than production. This means 
manufacturers are building up their “in 
stock” inventories. With this inventory 
fill-up, there will probably be a com- 
pensating decline in production. 

Retailers, too, are filling up their in- 
ventories. This suggests they will soon 
be tapering eff their purchases for stock. 
I feel that if production is maintained at 
the same high level in the final six 
months, it would only be at the expense 
of 1960 production. 


Retail Sales in Strong 
6 Per Cent Gain 


Q—What is the trend in retail sales? 
A—According to the latest figures 
compiled by the U. S. Bureau of the 
Census, retail sales by shoe stores in 
the first six months of 1959 totaled $1.1 
billion. This is a gain of about six per 
cent over the same period in 1958. De- 
mand has been good. There is only a 
limited volume of scare buying. 
Q—What created scare buying earlier 
this year? 
A—tThere was quite a bit of publicity 
(CONTINUED ON PAGE 63) 
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Miami Beach Shoe Show, Deauville 
Hotel, Miami Beach, Fla..September 26-30 
New England Shoe and Leather Asso- 
ciation, Advance Spring Market 
Week, Hotels Statler Hilton and 
Sheraton-Plaza, Boston 
September 27-October | 
Shoe and Leather Council of Canada, 
Annual Canadian Shoe and Leather 
Fair, Sheraton-Mount Royal Hotel, 
Montreal October 4-8 
Tanners’ Council of America, Annual 
Business Meeting, Edgewater Beach 
Hotel, Chicago October 21-23 
National Shoe Travelers’ Association 
Inc., Annual Convention, Hotel Hamil- 
ton, Chicago October 22-23 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Morrison, Conrad Hil- 
ton and Congress Hotels, Chicago 
October 25-29 
Northwest Shoe Travelers, Inc., Spring 
Shoe Fair, St. Paul Hotsl, St. Paul, 
Minn. October 31-November 3 
Pacific Northwest Shoe Travelers, Inc., 
Spring Shoe Fair, New Washington, 
and Stewart Hotels, Seattle, Wash. 
October 31!-November 3 
Michigan Annual Shoe Fair, Michigan 
Shoe Travelers’ Club and Michigan 
Shoe Retailers’ Association, Statler 
Hilton and Detroit Leland Hotels, 
Detroit November 1-3 
lowa Shoe Travelers’ Association, Spring 
Shoe Show, Fort Des Moines Hotel, 
Des Moines November 7-9 
Boot and Shoe Travelers’ Association of 
New York, Inc., Shoe Show, Garden 
City Hotel, Garden City, L. I. 
November 8 
Ohio Shoe Travelers Club, Spring Shoe 
Show, Deshler-Hilton Hotel, Columbus 
November 8-10 
Indiana Shoe Travelers’ Association, 
Inc., Spring Shoe Show, Claypool Ho- 
tel, Indianapolis November 8-10 
M.A.S.T.A. Shoe Shows, Spring Showing, 
Benjamin Franklin Hotel, Philadelphia 
November 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria and 
Biltmore Hotels, Los Angeles 
November 
Boston Shoe Travelers’ Association, 
Spring Shoe Show, Parker House, 
Boston PES Resse ng eee 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Henry Grady, Peachtree 
on Peachtree, Dinkler Plaza and Pied- 
mont Hotels, Atlanta ....November 
Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
November 
Southwestern Shoe Travelers Association, 
Inc., Spring Shoe Fair, Adolphus 
Baker, Statler-Hilton and Southland 
Hotel, Dallas . .. November 
Pennsylvania Shoe Travelers Association, 
Inc., Spring Shoe Show, Hotels Carl- 
ton House and Penn-Sheraton, Pitts- 
burgh .eseeee..-November 15-18 
Mid-Continent Shoe Travelers Association, 
Spring Shoe Show, Biltmore Hotel, 
Oklahoma City, Okla. ....November 22-23 
Midwest Shoe Travelers’ Association, 
Spring Shoe Market, Palmer House, 
Chicago ...............November 22-25 
Mountain States Shoe Travelers’ Asso- 
ciation, Spring Shoe Show, Albany 
Hotel, Denver November 22-25 


Nias _S 
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MAINTAINED QUALITY 


All 835-4 Step Master three-sole stitchdowns have 
e LEATHER QUARTER LININGS e PACIFATE VAMP LININGS 
e GENUINE LEATHER INSOLES e LEATHER-FLEX MIDSOLES 


except crepe sole shoes which have 5- iron rubber midsoles 


NO FIBER MIDSOLES OR INSOLES! 


2866—Gray bal, gray crepe rubber soles. 
B,C, D 6-1 3.25 
B,C, D 12 12-4... 3.60 
1866—Black bal, same as No. 2866. 
8866—Red bal, same as No. 2866. 


2867—White and black bal saddle, leather 
soles 5!4-8; white rubber soles 8!5-4. 
514-8 2.50 

3.25 

3.60 


2891—Black, scuff tip, leather soles 5! 5-8; 
B. F. Goodrich soles 8'5-4 

B, 5'5-8 

B, 

B 


F. 

c,D 5 

C,D 8'.-12 

c,D 12',-4 

4891-—-Brown, same as No. 2891 
§875—Antiqued brown moccasin, rust 


crepe soles 
B, C, 8! 5-12 3.35 
B,C, D 12!,-4 3.70 
4875—Same as No. 5875 but with B. F 
Goodrich soles 

C 8',-12 


B,C, D 12!,-4 J 

7875 —Canyon sand, same as No. 5875 
but with brown crepe soles 
c,d 5',-8 
B,C, D 8-12 
B, C, D 12!,-4 


2808—Black blucher, pillow embossed 
plug, ne soles 5'4-8; B. F. Goodrich 
va 

C,D 514-8 2.50 

, C, 8'4-12 3.25 

B, C, D 1214-4 3.60 

—Brown, same as No. 2808 
8808—Red, same as No. 2808 

&.¢.0... 5! 5-8 2.50 

2853—Black gored loafer, B. F. Goodrich 

soles. 
B,C, D.. 815-4 3.60 


STEP MASTER SHOES, INC., GREENUP ILLINOIS 


61 








"FABULOUS SIXTIES” just ahead 


can be the 





"GRASS ROOTS" 
SHOE RETAILER 


1960 will be the biggest shoe year in history. Retail footwear sales 
of over 700 million pairs amounting to nearly $5 billions. 


But it won’t be any “gravy train’. Despite this 
enormous potential, many retailers will fail to share in this abundance. 
And most of them will be among the stay-at-home, business-as-usual retailers. 


The rewards will go to the active, fresh-thinking shoemen working 
with stimulating ideas... alert to important trends and developments. 


Competitive shoe business today sums up to planning. 
And planning is ideas. For the big 1960 just ahead, you’ll do your best 
planning with the best ideas by attending the 


NATIONAL SHOE FAIR 
For exhibit space write OcToBER 25-29 


National Shoe Fair 
953W Palmer House 


Chicago 90, Illinois | cS Hi | CAG O 





| 
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U. S. Footwear Shows Gains 
(CONTINUED FROM PAGE 60) 

in the daily press about the rapid ad- 
vances in cattle hide and calfskin prices 
earlier this year. In fact, many of the 
stories indicated that these would ne- 
cessitate a very marked increase in re- 
tail shoe costs. What actually happened 
was this: The tanners were averaging 
their costs of new hides and skins with 
those of inventories on hand. Shoe man- 
ufacturers did the same in their leather 
costs—they averaged their new and 
higher costs with the old prices they 
had paid months earlier. And retailers 
averaged their new costs with the costs 
of stock already on their shelves. The 
result was that price advances were held 
down. The average factory price of 
shoes during the first half of 1959 was 
only $3.65 per pair. which is a rise of 
only about five per cent. 

Also, factories 
cost increases. 


with other 
Many employers signed 
new labor contracts, calling for higher 
pay. Cattlehide prices alone were 100 
per cent higher in the first half of this 
year than a year earlier. Now, I do be- 
lieve it is necessary to pass along some 
of these higher costs, since—in my opin- 
ion—the industry is not able to absorb 
all these added amounts, nor will the 
manufacturers have inventories on hand 


were hit 


Up Sales } 


We 


the magi shior 


with the 


the shoe witt 


Closed Toe - Low Heel 
Classics 


QUALITY SHOES AT A POPULAR PRICE 
Large IN-STOCK 
selection of smart, comfort 
styles including straps, 
ties and pumps. 
NOTE THESE FEATURES 


Heel Cushion 
Instep Cushion 
Callous Cushion 


C 


Rubber | 
Top Lift 


line of 


to compensate for all the increases. 


Exports Are Down—Sharply 

Q—What has been our experience in 
foreign trade this year? 

A—Exports were down to 1.7 million 
pairs in the first half of this year, as 
compared with 2.2 million pairs a year 
earlier. This is a drop of 21 per cent. 
Actually, there have been no material 
changes in the markets for our exports, 
except that other nations are just buy- 
ing Jess from us. This is due to many 
factors. The most important of these 
factors is, of course, price. I should 
mention here that there was one princi- 
pal exception to the price factor. and 
that is Cuba. Due to political develop- 
ments in Cuba, our export trade fell off 
sharply. 

The average price of shoes exported 
from the U. S. in the first half of this 
year was $3.27 per pair, which is an in- 
crease of less than five per cent from a 
year earlier. Despite this slight increase. 
prices for American still 
higher than for the domestic product in 


shoes were 
most countries to which they were ex- 
ported. Also, they substantially 
above those prevailing for footwear from 
areas such as Japan, Hong Kong. Ger- 
many, and other producing areas that 
figure strongly in international trade. It 
is with this type of competition in world 


were 


markets that American producers have 
difficulty, mainly because their produc- 
tion costs are above those prevailing in 
any other shoe manufacturing countries. 
This is due, of course, primarily to the 
higher wages paid here. 


U. S. Exporters Finding It Tougher 

Q—Do you believe there will be an 
increase in export trade in the final half 
of this year? 

A—I believe the higher prices now 
prevailing in the U. S. will make it very 
difficult for exporters to compete 
with most other countries. This is be- 
cause of the much lower production 
costs abroad. 


our 


U. S. Imports Still Rising 


Q—What has been 
with imports this year? 
A—Official statistics place our total 
imports at almost 10 million 
decline of 8.5 per cent, 
with a year ago. But this figure is prob- 
ably misleading, because last cer- 
tain rubber were included, and 
these have not been included in the cate- 
gory, “leather footwear,” since Septem- 
her 1, 1958. During the first half of 
1958, substantial quantities of rubber 
footwear were included in the import 
totals for leather shoes. Most of these 
(CONTINUED ON FOLLOWING PAGE) 


our experience 


pairs, a 
as compared 


vear 


shoes 


| hate MONOGAMY 


... When it keeps manufacturers 


married to the old idea that a fine shoe 


line is complete without at least 


one good Kangaroo pattern. 


Light, flexible, profitable, 


genuine Australian Kangaroo 


is available from 


William Amer Co. 
Surpass Leather Go. 
Ziegel, Eisman Co. 


Order 
by Stock 


777 


Soft Black Kidskin 


Retailing at $9.95 & $10.95 


Available In 94 Sizes 


AAAA to 
size 11 all widths 


Catalog of ALL Stock Shoes Available on Request 


D Thru 


THE P. HAGERTY SHOE CO., Washington C.H., Ohio 


September 15, 1959 











(OTHER THAN RUBBER) 


JANUARY - JUNE 1959 (PRELIMINARY) 
JANUARY - JUNE 1958 


U. S. IMPORTS - FOOTWEAR 


Leather, Shoes and Allied Products Division 
Business & Defense Services Administration 


U.S. Department of Commerce 





MEN'S & BOYS' 
1959 
1958 


WOMEN'S & CHILDREN'S 
1959 
1958 


Infants’ & Children's 
1959 
1958 


Slippers for housewear 
1959 
1958 


Moccasin Indian type 
1959 
1958 


Huaraches 
1959 
1958 


Skating McKay sewed 
1959 
1958 
Shoes & other ftw. leath. 
soled textile uppers 
1959 
1958 


Alpargatas, upper C.V. veg. 
fiber 


1959 
1958 


Alpargatas n.e.e. 
1959 
1958 
Shoes & other ftw. uppers & 
soles of woo] felt 
1959 
1958 


Shoes & other ftw. 
veg. fiber exc. 
1959 
1958 


uppers of 
cotton 


Shoes & other ftw. textile 
uppers n.e.s. 
1959 


1958 


GRAND TOTAL 
1959 
1958 


Average price per imported pair 
1959 
1958 








PAIRS VALUE 
64,515 
26, 912 


31, 969 
26, 883 


Switzerland 


38,159 
22,080 


474, 361 
296, 441 


47,483 
185,466 


231, 083 
244, 723 








268, 897 
246, 861 


77,111 


695, 369 
511, 702 


588, 703 
491, 584 


653, 115 
452,454 


386,647 
207,546 


$7.21 
$9.51 


$1.11 
- 96¢ 














India 
PAIRS VALUE 


Qther 
PAIRS VALUE 

616, 752 

490, 069 


33,595 
16;251 


180, 162 
258, 208 


37,015 282, 
239,206 323, 


629 
794 


404, 763 
653, 769 


3, 667 
, 968 


14,499 
11, 950 


, 141 
, 464 


72,429 
118, 593 


11, 036 
26, 067 


, 671 
35, 852 





, 648 
, 860 


11, 268 
31, 586 


, 917 
894 


7,852 
4, 036 


168, 523 
138, 061 


315, 285 
129, 893 





18, 206 
32, 140 





83, 323 
105, 520 


10, 453 
14, 050 


851, 544 
1, 037, 165 


1,578, 310 
1, 625, 456 


$1.85 
$1.57 

















had leather tongues or insoles, and thus 
were entering the U. S. at lower rates 
of duty than apply to “rubber footwear.” 

But a new law, enacted June 11, 1958, 
classifies these types in question as “rub- 
ber footwear,” and hence subject to the 
higher rate of duty. As a result of this 
new law—Public Law 454, it is called— 
all such shoes coming into the country 
after September 1, 1958, were no longer 
classified as “rubber footwear.” Trade 
estimates indicate that the volume of 
rubber footwear included with the 
leather shoe import statistics approxi- 
mated 500,000 pairs monthly. This 
means a six-month total of about three 
million pairs. 

If these figures are correct—and there 
is good reason to believe they are—add- 
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ing a monthly volume of 500,000 pairs 
to the 9.9 million pairs actually im- 
ported in the first half of 1959 brings 
the total to about 13 million pairs. Im- 
ports of the same types of shoes in the 
same period of 1958 amounted to almost 
11 million pairs. This would certainly 
indicate that there was no decline in the 
imports of shoes other than rubber dur- 
ing the first half of 1959. 

Q—How has this affected the average 
price of imported shoes? 

A—In 1958, the average price of im- 
ported shoes was less than $1.30 per 
pair. In the first half of 1959, this aver- 
age price rose to $1.80. (See table.) 
There is no doubt that part of the rea- 
son for the lower price last year was 


the inclusion of substantial quantities 
of rubber footwear. Had not plastic 
shoes replaced much of this trade, par- 
ticularly from Japan and Hong Kong, 
the advance would have been greater. 

Besides this factor, it is very impor- 
tant to note that there was a substantial 
decline in the average price of shoes 
imported from Switzerland—from $9.51 
per pair in 1958 to $7.21 per pair in 
1959. Imports from Germany also were 
of lower-priced shoes. The average 
price here eased from $5.34 per pair to 
$4.64. Another very important drop was 
in our trade with India, where not only 
was the volume of trade lower, but the 
average price of these purchases de- 
clined from $1.23 per pair in 1958 to 
only 83 cents in 1959. 
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High Ge san include Comfy 


An intriguing cross strap of 
Rufflette SHUGOR  comple- 
ments the patent leather and 
provides comfortable fit. 


Vinfiiced edge THOMAS TAYLOR & SONS 
HUDSON, MASSACHUSETTS 


TAVLORED-TO-FIT ® 
tee areata sr 


September 15, 1959 


SHUGOR,, the style factor 
of countless shoe designs, 
adds comfort and easy-on- 
and-off to the shoes 
it enhances. Insist on 
SHUGOR, the double- 
duty elastic material for 
today’s smart footwear. 


a 


























Rufflette SHUGOR 
across the instep gives 
maximum comfort to 
the red flattie with 
decorative lace. 


A narrow band of 
SHUGOR laced 
through a wide band 
of very lightweight 
leather combines 
beauty and easy-on- 


and-off. 


SHUGOR is used to 
shirr the leather vamp 
of this interesting two- 
tone flattie. 


COPR. 1959 
THOMAS TAYLOR & SONS 
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BABY FEET 


GRIP .. 
GRASP 


FLEX oe 


they need— 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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BABY SHOES 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 


bility. 


Salute to American Design 
(CONTINUED FROM PAGE 45) 


also becoming more graceful. with sweeping fluid top lines, 
tending to follow the contour of the foot. 

Casual shoes are an expression of the American idea of 
leisure wear. And leisure time is an American invention. 
“Let’s take advantage of it and give women soft, flexible. 
smart shoes to wear.” And there is room, too, in the American 
woman’s life for a fine walking shoe, whether tailored or 
casual. Here is the place for the new oval toe, slightly walled. 
with an 18/8 or 19/8 stacked heel. 


Remember Their Names 


A KEEN memory for names and faces is one of the chief 
assets of Pat Biconder. operator of the Imperial Shoe Store. 
Girard, Ohio. Pat considers this very important for the 
| operator of a small-town shoe store in the face of growing 
| competition. 

Borrowing from Dale Carnegie, Biconder feels that “a 
| man’s name is to him the sweetest and most important sound 
|in any language.” 
| How does he go about remembering names? 
this way: 

“In the first place I make out a sales slip for every pur- 
chase, cash or credit. As I am making out the slip, I ask 
the customer’s name. I write this down on the sales slip and 
manage to repeat it several times to the customer before he 
leaves the store. I find that this repetition of the name on 
the first meeting makes it fairly easy for me to remember 
the next time the customer comes into the store. 

“T usually have a small gift for the children and I always 
make it a point to ask them their names as I hand it to 
them.” Biconder says. 





He does it 


A New Look in A Comfort Shoe 


Slenderizing last, comfortable walking heel, soft 
cork cushioning, unusual flexibility, riveted sustain- 
ing arch, wide size range—just a few of the reasons 
why this shoe will make sales for you! 


STYLE 2429—BLACK KID SIZES STOCKED: 


STYLE 4429—RED KID; AMA 610 ipa 
12 Last 14/8 Heel hy Apps 
PRICE $6.40 less 2% B 4-10 EEE 4-10 


Write to Department 16 for complete catalog 


CUSHIONIZED BELLAIRE SHOE CO. 
15 Lowell St. mxelaitelale Mmm iatelial= 
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...the complete — 


boot line for vomen 


and children 


PLASTIX FOOTWEAR is ee complete line ‘of piensetive plastic 
footwear for women and children. Fully-molded, seamless, 
scuff and tear-resistant, the PLASTIX line is styled and priced 

to sell. It's the profit line so see your PFC representative. or 
write to us for catalog and prices. By all means be sure to stock 


the line they buy on sight—PLASTIX! _ 


PEEK-A-BOOT 
Newly designed to fit spike heel and WEATHER-ALL 


pointed toes...first choice for style- Keo : se 
elles : : ps children and juniors warm and 
conscious women...available in flat, comfy...deep pile collar available... 


cuban and high heel...in floral or 

astrolite sethire... ate 4-10...in easy on and off...sturdy and smartly 
clear and smoke...elastic loop... styled...in black, red and white. 
sized for snug fit that insures com- 
plete protection when it rains. 


RAIN-JERETTE 


For growing girls and women...with 
zipper and sealed-in waterproof gus- 
set...also an integral side gusset 
gaiter with two elastic loops and 
button fasteners on the side of each 
boot...available with ‘‘Fabrilot’’ lin- 
ing for greater warmth...easy on and 
off...in red, brown, white and black. 


formerly Peek-A-Boot, Inc. 


-PLASTIX FOOTWEAR CORP. 


: “pioneers in plastic footwear’ 
1600 So. Flower Street, Los Angeles 15, California 
WAREHOUSES: 84-56 Parsons Blvd., Jamaica 32, New York + 2400 So. Ashland Ave., Chicago, Llinois 


September 15, 1959 


* Richmond 7-9348 





Suggestion Selling 
(CONTINUED FROM PAGE 60) 


When suggesting additional mer- 
chandise, the salesman must never 
feel that he is irritating the cus- 
tomer. Rather that he is doing her 
a favor and that she will be truly 
appreciative. He may remind her of 
something she should buy while she 
is in the store rather than having 
to come back for it later on. He 
may give her ideas about color or 
style coordination that can be of 
great value to her. He may tell her 
about shoes that she had been think- 
ing of buying in the future when 
they were available. All this creates 
customer confidence. 

If the customer is in a buying 
mood she will buy more shoes, and 
with less effort on the part of the 
salesman, than if she comes back 
later on to buy the same shoes. The 
shoes seem more attractive when 
she is in a buying mood. She reacts 
better and faster when she is out 
to buy. 

The well oriented salesperson can 
create a receptive atmosphere if he: 

1. Shows interest in the customer 


and her needs and does not give the 
impression that he is just trying to 
add to his sales total. 

2. Understands the shoes he is 
selling and color and style coordi- 
nation, as well as proper fitting. If 
he talks and acts like an expert, 
the customer will have more confi- 
dence in him and will return again 
and again. Good merchandise and 
fashion knowledge are what cus- 
tomers look for. 

3. Makes it his business to learn 
all he can about the customer—the 
kinds of clothes she wears as well 
as the types of footwear that are 
best suited for her. Remembering 
this information is flattering to the 
customer. She begins to think of 
the salesman as a merchandise ad- 
visor. 

4. Not only knows well the shoes 
and their fine points but also where 
they are located in stock so that he 
can produce them quickly. This 
shows he knows what he is doing. 

5. Is attentive to everything the 
customer says so that he will know 
what to suggest at the right time. 
A bit of information obtained dur- 
ing general conversation with the 


customer may be a valuable clue for 
an increased sale later on. 


Flah of Syracuse Features 
Boots—Reorders Necessary 


SYRACUSE, N. Y.—A boost for 
women’s boots was reported by Flah 
& Company here. They’re the big- 
gest seller in Flah’s back-to-school 
sales. 

Flah featured boots at its an- 
nual College Fashion Show, and in 
the words of spokesman Sheldon 
Ehrenpreis, “We have reordered on 
almost every one of the numbers 
shown even though we had bought 
more heavily this year than last.” 


Among the boots modeled before 
an audience of some 1000 persons 
at the Hotel Syracuse ballroom 
were a black shirred drawstring 
number, a tobacco suede with three 
buttons, a fleece-liner with plaid 
trim, and a back-lace style in deer- 
skin and red. 

Mr. Ehrenpreis reported that 
fashion magazines pre-sold many 
of the styles which the girls later 
identified at the show and bought. 
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Sure bet for Fall . . 


In-Stock service. 


IN-STOCK 
C-EEE 
5 to 13 


RETAIL 


$895 ‘“ $995 
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GRAINS are GOING GOOD. 
WINCHELL GRAINS ARE GOING BEST! 


CE —_ 





. WINCHELL GRAINS 
in black and brown. Fast sellers at the 
volume $8.95-9.95 retail level. Proven 
business builders. Get your share of this 


good business — use Winchell's fast 


SHOES OF QUALITY 


Freoreoed for Yldlddt P, pe /; OOS 


WRITE FOR COMPLETE IN-STOCK CATALOG 


WINCHELL SHOE MFG. CO. 
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} with costly 
materials ? 


Y 


LAYS FLAT WILL NOT CRACK 


PERFECTLY COLOR MATCHED CUTS WITH CLEAN EDGE STAYS CLEAN AND NEW LOOKING 
J 


The quality and performance of Resproid 1000 sales. Specify Resproid 1000, available now in a 
has made it the number one Vinyl! socklining and wide variety of colors and print patterns for sock- 
heel pad material for high grade shoes. Resproid linings and heel pads. For complete data and 
1000 adds to appearance and wear... assures more samples contact your nearest Respro-Textileather 
profit, more customer satisfaction, more repeat footwear specialist listed below. 


THE FINEST, MOST COMPLETE LINE OF VINYL SHOE FABRICS COME FROM 








THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION 607 mavison ave + rotevo 3, onto 

The General Tire 
& Rubber Company * Liebman & Cumming * Seaman Steen Company C.N Reisenberger & Sc *A G Mooney, Ltd 

1329 Sunset Bivd 96-100 South Street 370 West Broad Street 0 Bates Road 
Los Angeles, Calitorma Boston 11, Massachusetts Columbus 22, Ohi Montreal 8, Canada Also distributed by 
Liebman & Cumming * Barnard Shoe Industry Supply Corp * Moore & Gile 
718 Mission St., Rm. 422 2128 South Hanley Road 
San Francisco, Calitorma St. Lours 17, Missouri 


* Complete stocks are warehoused Universal Coated Fabrics Co., In 
or your convenience at the re 643 Broadway 
gional sales offices indicated by New York 12, N.Y 
an asterisk 
Melvin E. Weil john E. Shevenelt K O Schneider & Son 
180 North Wacker Drive 21 Spruce Street 


1225 North Water Street 
Chicago 6, Ilinois New York 38. New York Milwaukee. Wisconsin 
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He Fits— 


Quality in a Working Class District 


Shoeman Jack Aquara, operating 
in a small shop under the shadow 
of the El in Philadelphia’s working 
class Kensington district, has built 
a business in high price lines by ad- 
hering to an unspectacular truism. 
In effect: “if you give service the 
customer comes back.” 

It was almost 20 years ago that 
Aquara, seeking to open a shoe re- 


tailing outlet, found the 3013 Kens- 
ington Ave., location. It was al- 
ready a shoe store; the owners had 
been open six months and they were 
failing. 

“It was terrible,” Aquara recalls. 
“They were selling $1.98 shoes and 
even at that price they couldn’t 
move them. Shoes were hung from 
ceiling wires, open boxes were 





HAME 


SHOES LOOK NEW LONGER 


DISCRIMINATING BUYERS PREFER 


Hamel Kid, Sheep and Lambskin Linings 


L. H. HAMEL LEATHER CO. 


W orld’s Largest Tanners of Leather Linings 


SALES AGENTS . . . John T. Quinn, Rochester, N. Y.; John Leavitt & Co., St. Louis, Mo.; 


LEATHER LININGS 


Kid © Sheep © Lamb 


with Hamel Leather Linings 


with Hamel Leather Linings 


Haverhill, Mass. 


John G. Freeman Co., Milwaukee, Wisc.; Carson A. Stiles & Co., Ambler, Pa.; William 
G. Blain, Philalelphia, Pa.; Norman Nelson, St. Paul, Minn.; Thos. E. Newman Leather 





Ce., Cincinnati, Ohio; Nelson-Roney Co., Los Angeles, Cal. 


70 


everywhere.” 

As he prepared to lay in his first 
inventory, Aquara pondered the 
former owners’ debacle. It con- 
firmed for him an entirely different 
philosophy of selling shoes. They 
had failed with cheap merchandise; 
he would stock a high quality line. 
They had relied on price to sell 
shoes; he would place his trust in 
personalized service and reliability. 
Where they had come to the fitting 
stool for the dollar today, he would 
sell with an eye to the ’morrow. 

In fact, stated by Aquara, 
“There is no selling in this store; 
we fit. That is what we built the 
business on.” 


as 


JACK AQUARA 


Thus, step by step, without short- 
cuts, Aquara has through the years 
developed a large and loyal clientele 
in the workingman’s Kensington 
district. He stocks men’s shoes up 
to $24.95 and women’s feature shoes 
up to $16.95. His first lot, Aquara 
likes to recall, was sold to him by 
kindly, hard - working Walter Pal- 
mer—then with Edwards Shoes— 
still prominent among mid-Atlantic 
shoe travelers. 

Aquara has also built a large or- 
thopedic business. Kensington doc- 
tors, their confidence long since 
gained by Aquara’s consistently re- 
liable fitting, often send him cus- 
tomers. “We are recognized by most 
of the doctors here,” Aquara says. 
“Our doctor contacts are very im- 
portant to us.” 

Although Aquara’s juvenile trade 
is proportionately high, the interior 
decoration of the shop remains 
comfortably adult. “Men and ado- 
lescents are scared off by a juvenile 
looking store,” says Aquara ami- 
ably. “We manage to keep the 
youngsters as long as they’re under 

(CONTINUED ON PAGE 79) 
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“Our Mason shoes with neoprene soles often wear 
3 to 5 times longer than ordinary work shoes” 


MR. NED MASON, Vice-President 
Mason Shoe Manufacturing Co. 
Chippewa Falls, Wisconsin 


Mr. Ned Mason is sold on neoprene. 

He says, “Nothing takes the ‘starch’ out 

of a salesman like a customer com- 

plaint. We avoid many complaints 

simply by using neoprene soles. Every 

INEQPRENE day our Mason Shoe Counselors see 

examples of neoprene’s superior wear- 

ability, and its resistance to oil, grease, 

gasoline, acids and many chemicals.” 

Mason Shoe Counselors have been 

told by service station operators, rail- 

road men, chemicals workers that neo- 

prene-soled Mason shoes wear 3 to 5 

times longer than ordinary work shoes. 

Neoprene soles are also crack resistant 

and stay flexible in cold weather. This 

unbeatable combination of properties 

explains why the Mason Company has 

been specifying neoprene soles for 
more than 20 years. 


“*8§sewe 
Athenee 


Leading shoe manufacturers specify 
Du Pont neoprene and rely on neo- 
prene’s well-known and established 
reputation of quality in shoe soles. Con- 
sumers also recognize the neoprene 
name. You can capitalize on this recog- 
nition by highlighting the advantages 
of neoprene to your service, work and 
safety shoe customers. E. 1. du Pont 
de Nemours & Co. (Inc.), Elastome: 
Chemicals Department BS-9, Wilming- 
ton 98, Delaware. 


‘SYNTHETIC 
| RUBBER _ 


REG. U. 5. PAT. OFF 


Better Things for Better Living ... through Chemistry 
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The Case 
of 


the 
Missing 


Shank 


A case that had a speedy trial . . . a wear test was run on a pair 
of popular high style shoes using standard materials and methods 
EXCEPT, that the shank was missing from one shoe. The trial 
proved one thing. . . shanks are vital in shoes .. . vital to the 
stylist in holding shoe shape, vital to the salesman in building 
repeat sales, vital to the wearer in longer shoe life and more 
comfort. A proven case for shanks ... UNITED top quality 
shanks, of course. 

UNITED shanks are vital in other profit-making ways too... 
you can depend on skillful fitting and precision reproduction of 
UNITED Vita-Tempered® shanks to build solid customer 
satisfaction and repeat sales into your shoe lines. 

Take a look at your shank fitting now. Ask for a UNITED shank 
expert to survey your needs — for fast service on new models, 
sample shoes, or an established line. For a better fit and better 
sales — depend on UNITED quality shanks. Call or write: United 
Shoe Machinery Corporation, Boston 7, Massachusetts. 


AWnlied. 


SHANKS 


THE GAC CATALOG,..YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 








Shoe Breaks Advocated 


SHOE breaks, like coffee breaks, were advocated by Nathan 
Hack, inventor of the Ripple Sole, in a talk given to graduate 
students in Physical Education at the University of Southern 
California. 

Factory and office workers, he 
said, should have an extra pair 
of shoes on the job and should 
change them several times a day 
to rest both their feet and their 
shoes. “The insignificant time 
lost during the process would be 
more than made up for by the 
efficiency gained,” Mr. Hack said. 

Some wildcat strikes are 
caused by workers who are in- 
nocent victims of fatigue because 
their feet hurt, he said. “Men 
irritated by physical exhaustion 
and fatigue, caused by tired, ach- 
ing feet, may explode emotion- 
ally.” NATHAN HACK 

Mr. Hack is a former shoe manufacturer who became bored 
after retirement and started doing research on foot fatigue. 
He worked at Southern California’s Human Performance Lab- 
oratory, where his studies resulted in the invention of the 
well known Ripple Sole. The Ripple Sole is a corrugated 
rubber sole that is said to lengthen a person’s stride and 
cushion much of the shock of walking on hard pavements 
and floors. Mr. Hack remains a research associate at the 
University. 

While American industry deserves much credit for inaugu- 
rating safety shoes to avoid accidents, it has failed to elimi- 


SNOW-PROOF Fg 


F 
W ater-proofs, Softens 


ALL THE YEAR 
and Preserves Leather 


AROUND 

SNOW-PROOF was originally developed fifty 
years ago for snow-prooting hunters’ and trap- 
pers' boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew. 
Odorless, colorless, not sticky; takes a shine. 
Make extra profits waterproofing shoes and 
also selling Snow-Proof to customers. 5 Ib., 
| Ib., and 33% oz. cans. Write for descriptive 
folder and free sample can on your business 
letterhead. 








nate foot fatigue, Mr. Hack said. It should advocate a fre- 
quent change of shoes on a “shoe break” modeled after the 
standard coffee break. 

High heels and pointed toes on women’s shoes are a carry- 
over from the Dark Ages, Mr. Hack said. “Women had to 
walk almost on stilts in the 14th and 15th centuries because 
streets were muddy and filthy. There’s no need for high 
heels any more. Walking shoes can be colorful and attrac- 
tive; they don’t have to be ‘old ladies’ shoes.” 

Mr. Hack contended that pin-pointed shoes are good cnly 
for sitting. “Italy—of all places—where they have the widest 
feet in the world, had the audacity to start the style for 
pointed toes on shoes. Then our women, smart as they are, 
fell for it,’ he said. “Women can gain more natural beauty 
from an hour’s healthful walk than by spending that time 
in a futile effort to erase premature wrinkles.” 

















Shoe Store Equipment 


CATALOGUE 
IS RESERVED FOR YOU! 


¢-- Mail Coupon Today! ---= 


F 
1 Name. 
i 





ROMITO-DONNELLY 
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: Address. 


H : RAVENNA,OHIO 
5 City State. 
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Smart dealers are 
finding the smart 
shoes in the 

Ed White Line 
really go... 

but fast ... like 
these styles 

that are 

making 


$ 
‘ 


The Most Talked-About Line in the Country 


son Retailing from $5.95 to $10.95 


MONTE CARLO 
New Oval Toe 
In Black 


Glazed Kid of Kid Suede 
AAAA to B, up to Size 10 


CHALET 
New Pointed Toe 
In Three 


Fall-Fashioned Color Combina 
tions. AAA to B, up to Size 10 


CORONET 
Needle Point Toe 
In Three Tempting 


Two-Tone Combinations 
AAA to B, up to Size 10 


3 ae. 


Your fourth style can be any one of the more than 


Over 200 Styles in Stock * Ready for Immediate Delivery 


STYLE © QUALITY © PRICE « eesti 


Cd White Junior Shoe “ 


MANUFACTURERS * PARAGOULD, ARKANSAS 








The perfect 


...With FREE gift wrapping 


If requested, men’s and women’s ShoeKeepers 
shipped after October 15th will be gaily GIFT- 
WRAPPED ... invoiced 1/2/60 if you wish. 
Make this a ShoeKeeper Christmas . . . order 
early ... order plenty ... NOW! 


© COM ons 
© APPtaRance 


E. 


WITH 
24-PAIR 
ORDER! 





Dimensions: 132" x 9” x72” 


... NEW SHOEKEEPER COUNTER DISPLAY! 
Reminds customers of the need for proper shoe 
care ... makes extra sales and profits for YOU! 


ROCHESTER SHOE TREE CO., INC. 

P.O. Box 3536, Rochester 9, N. Y. 

Attached is order for Christmas ShoeKeepers. Ship 
gift-wrapped FREE! 

QO Order is for 24 or more pairs. Send FREE Counter 
Display. 


| business,’ 
| this business is our big problem today. 


| many 





Manufacturing News 


(CONTINUED FROM PAGE 57) 


replenish immediate leather needs at the lower prices in 


mid-August but most find themselves in a tight cost squeeze 
as their leather stocks dwindle. 

Were it not for the cost-price-profit problem, manufacturers 
would be anticipating another busy second run on fall shoes 


| along with the promise of an even more active initial spring 
| run. As it is, they must examine costs and prices more care- 


fully than ever, while waiting for expected business to de- 


| velop. “We know we'll get plenty of late fall and early spring 


” 


they say. “How we can make a decent profit on 


New York State 


SHOE manufacturers in New York State appear to be more 


cost conscious than ever before in a period of general pros- 


perity. In preparing spring and summer lines. factories have 
| been extremely resourceful in designing or redesigning styles 
| to take advantage of maximum savings in materials. 


This may involve a shift to less expensive but adequate 


| leathers. greater use of fabrics and vinyls. or simplification 


of trimmings or other shoe components. While this approach 
to the cost and price problem is not new, it is gaining momen- 


tum as manufacturers make every effort to reconcile rising 
costs with optimum price levels and brackets. 


One hope is that hide and Jeather prices will decline before 
months more. At least one important leather buyer 
thinks impending increases in cattle population and conse- 
quent culling of herds makes a hide surplus almost a cer- 
tainty before long. 

While some shoe manufacturers have experienced moderate 
cost advantages by the normal Jag of leather use behind pur- 
chase, factories say they have stuck to their usual policy of 
avoiding speculative buying. Factory inventories of steel and 
other metal items entering into shoe production were built 
up before the steel strike and are thought sufficient unless 
the strike continues indefinitely. 

A more probable effect of a long strike, shoe executives 
said, would be a drop in retail shoe sales in steel mill areas, 
and a possible weakening in wholesale prices of many basic 
commodities. 

Style previews of women’s spring shoe lines show more 
open styles and more oval toes. Important leathers will be 
luster and waxy types. Nylon meshes and straws are expected 
to be more popular. Beige to brown colors will be featured, 
and white, bone and gray will probably be in greater demand. 

When Rudy Vallee was at the crest of his popularity in 
1939 some shoe retailers estimated that he cost them a Joss 
of six thousand sales weekly, and here’s their reasoning: 

An average (it was claimed) of 15,000,000 persons sat 
near their radios and listened to his popular one-hour-long 
broadcasts instead of walking around, as they otherwise 
would, and wearing out their shoes. Two thousand five-hundred 
hours (it was also estimated) was the average life of an 
average pair of shoes. Hence, if these 15,000,000 persons 
weren't resting their feet, they'd be using up shoe leather to 
the tune of approximately 6,000 pairs—and shoe retailers 
were consequently losing these sales. 

This accusation was actually brought before the Federal 
Communications Commission during that year. 


Remember all the way back when it cost almost as much 
to run a car as to park it? 


A statistician draws an exact line from an unwarranted 
assumption to a foregone conclusion. 
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“Oh, Oncol! 
You are 
magnifico!’ 

/ 





Now...Two special new grades 
for economy-priced shoes. 


Manufacturers and shoe buyers have 
long known that Onco in the shoe 
means more sales on the floor. 


Now two special new grades of 
Onco’ are available for low 
volume-priced footwear — especially 
the fast-selling Casual and Flattie 
types for Women and Misses. 
Combining flexibility, durability 
and comfort, they are ideal for 
cement construction, and are also 


suitable for lamination to cork, 
sponge or foam rubber. 


The new grades of Onco are 
processed from Brown Company’s 
exclusive Solka” pulps—with 
excellent resistance to sweat, odor, 
bacteria and mold. 


Write for samples and complete 
information to Dept. CA-9, Boston. 


*No. 5 and No. 6 Grade 


INSOLE-ATED —for better shoes, better sales. 


Another Quality Product of 


BROWN rk} COMPANY General Sales Office: 150 Causeway St., Boston 14, Mass., Mills: Berlin and Gorham, N.H. 
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Inside Shoe Business 
(CONTINUED FROM PAGE 51) 


Yes, it costs money and time to at- 
tend the national shows. But it also 
costs money and time to go to col- 
lege. The investment of time and 
money must be measured against the 
return values. And the national 
shows should certainly be regarded 
in the same light—as educational in- 
stitutions vital to the programming 
of a shoe business over the season 
ahead. 

It’s significant to note that the na- 


tional shows are habitually attended 
by representatives from all success- 
ful firms, whether independents, 
chains, department stores or other 
retail outlets. This is obviously one 
reason why they are successful—be- 
cause they make it a practice to see 
it all and to be in the major centers 
of shoe business development. 

The one big point we’re aiming to 
drive across is this: The regional 
show can never serve as a substitute 
for the national show. The regional 
show supplements but never sup- 
plants the national show. 
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FEATURE ATTRACTIONS IN 


heagricals 


All over genuine black - 
or white leather on our orig! 
theatrical lasts. 

BOTH STYLES PRICED AT: 


COVERED ad 
woop HEELS 

in Graduated Heights 

overtoe taps in- 


cluded, ynattached. 
Add 15¢ pr. for 
toe taps attached 


5, to 8M 
8!/, to 12M 
12, to 3M-N 


BERNED SHOE COMPANY 


207 ESSEX STREET, BOSTON i 1, ‘AASSACHUSETTS 


MANUFACTURERS 


3/2 to QM-N...--e8 00007" 


by BERNED 


patent 


TAPS 
x ATTACHED 
— LEATHER HEELS 


Overtoe taps and 
heel plates attached 


DISTRIBUTORS 





All sales may be local. But the 
ideas and planning necessary to mo- 
tivate those sales are not. The great- 
est danger to shoe business is that 
the retailer will become provincial 
in his ideas and isolated in his busi- 
ness. 

Confucius say, “Salesman who 
cover seat instead of territory, end 
up on bottom.” This applies also to 
the retailers content to remain 
“local” in their contacts and ideas. 


Retail Trade News 
(CONTINUED FROM PAGE 54) 


pump selling for $29.95. Many of 
these customers ordered matching 
bags. Another store reported big 
activity in reptiles—from specially 
priced alligator and alligator lizards 
in brown, black and grey at $21.95 
to black and sport rust lizards at 
$12.98. 

Velvets for girls and grains for 
boys were the selling trends seen in 
back-to-school business. Bal saddles 
and swivel strap pump styles were 
most girls’ choice; rough grain calf 
slip-ons for boys, taking the place of 
the traditional moccasins. 

A few boots were moving early, 
but as fashion numbers rather than 
basic back-to-school business. Sand 
color in ties and step-in ties was 
popular in another store. A rush 
business was reported in several 
shops in campus softies of genuine 
glove leather or suede with no-tug 
collar, leather soles and heels, in 
white, black, red, grey and pastels, 
selling for $3.98. 


St. Louis Shoe Retailing 
Maintains High Sales Pace 


RETAIL activity is currently good 
in St. Louis. Sales of all apparel, 
including shoes, went into high gear 
in mid-August and remained at a 
brisk pace ever since. Although St. 
Louis weather has been very hot 
and humid, all shoe stores and de- 
partments have chalked up a long 
run of good selling days. 

School shoes take the spotlight. 
For grade school girls, it’s “boots 
’n saddles.” Ankle-high boots with 
turn down cuff and string tie are 
moving well in black nylon velvet, 
black buck, and gray buck. Black 
and white saddles lead brown and 
white; black nylon velvet. oxfords 
with smooth saddles and white pip- 

(CONTINUED ON PAGE 78) 


Boot and Shoe Recorder 





LASTEX® PUTS CLINGING COMFORT IN ANY VAMP. No matter how high 
or slender a vamp may be, if it’s elasticized with LASTEX it holds its beautiful line. Think of the 


exciting design possibilities that this versatile, flexible construction makes practical. LASTEX yarn, 
woven into linings, makes fashionable shoes fit well, wear well and sell easily. 


For complete information on elasticizing with LASTEX, contact the 


Textile Division 


Is) United States Rubber 


Rockefeller Center, New York 20, N. Y. 
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Retail Trade News 


(CONTINUED FROM PAGE 76) 


ing are selling in excellent volume, 
with gray velvet and red velvet 
showing less activity. In _ girls’ 
swivel straps and T-strap pumps, 
red smooth leads, with black nylon 
velvet bow-trimmed swivel straps 
not far behind. 

In boys’ buying for school, brown 
basic oxfords are ahead of black 


pairs, with black as a color leading 
four to one in loafer and slipon pat- 


let blucher and in chukka types are 
on every dealer’s best seller list. 
Teen girls are liking flatties and 
boot-look tie patterns in black suede, 
black smooth, red suede and gray 
suede, with the camel-colors just be- 
ginning to get into their stride. 
Camel as a color for fall school ap- 
pare] received special emphasis at 
St. Louis’ all-day open air downtown 
fashion show. Shoes combining mus- 
tard tones of tan with black are 
gaining strength as fall progresses. 
Favored teen vamp treatments in- 


terns. clude string ties, gold-toned buckles, 


Dirty bucks in both five-eye- 





offers you a 


C; I TAY LOLA 


Promoti MOV 
that will Sell Boys’ Shoes! 


Here are two of the fresh, new styles featured in 
Brooks’ powerful Christmas Promotion. There are . 
14 styles in all, with more sizes and widths than 
ever —each a promotable pattern that will © 
mean extra sales — especially for gifts! Fa- « 
mous Brooks quality as usual, plus new and 

more complete IN-STOCK size runs. All 
of this is described in a beautiful 2-color 
folder, showing 14 styles just waiting 
to make you money! Don’t miss the 

boat on this Christmas promotion © 
— it will give you sales when you 


Official Moto-Bike need them most! 


boot in SMOOTH BLACK 

ELK, with silver color 

buckle, 21-iron biack foam 

sole and heel, Nylon stitched, 

Goodyear welt, Combination last. IN-STOCK N & M, 3-7 


WRITE FOR 
FREE 2-color 
Christmas folder 
TODAY! 





ones “Brooksy”’ 


CLEVER NEW IDEA 

in boys’ shoes — 1” 

silver color SNAP buckle, 

black strap Blucher, on our 
newly styled No. 77 Combina- 
tion last. Pacifate twill lining, 
Nylon stitched, Goodyear welt. IN-STOCK, N & M, 3-7. PALMER HOUSE 


THE WILLIAM BROOKS SHOE CO. e NELSONVILLE, OHIO 


“World's largest independent manufacturer of boys’ welt shoes 


. Ke 4 \ 
44 


SEE US AT THE 
SHOE FAIR — 903-W, 


” 





and narrow fringed flaps. 

To date it appears that the ab- 
solutely plain pump will be the 
stronghold of teen-aged girls and 
that group alone. Older careerists 
and women are passing the plain 
pumps by in favor of patterns using 
a little, not lavish, detailing. Leather 
ornaments narrowly edged in gold, 
vamp ties, satin overlays, draped 
vamps, and saddle stitching stand 
out as preferred treatments for wo- 
men’s dressy-to-tailored pumps. 

The St. Louis woman is buying 
brown as a color, in its many offered 
variations. Some of the neutraled 
brown shoes use black underlacing 
or string ties along with black cov- 
ered heels. Boots for women con- 
tinue to sell only in limited volume 
to date. Some high-heeled fur cuffed 
boots are popular at suburban chain 
stores; a few boot-looking flats and 
casuals are being picked up for wo- 
men’s sport wear. In general, how- 
ever, St. Louis women have not as 
yet “taken to” boots. 

One shoe accessory item is climb- 
ing toward teen fad proportions 
here. It is the shaped suede “saddle” 
to be worn over saddle oxfords or 
other flats. Dealers are carrying the 
item in every color combination of 
St. Louis area high schools. A pom- 
pom and a press-it-on-yourself school 
initial are included for each saddle. 


Fall Shoe Sales Enjoy 
Fast Start in Boston 


FALL shoe selling in Boston got 
off in fine style despite early timing 
and extremely hot weather. 

To a man, shoe retailers reported 
high activity during the first weeks 
of fall selling. Back-to-school busi- 
ness on children’s and teens’ shoes 
met most expectations while wo- 
men’s shoe departments reported 
good response to the new styles, par- 
ticularly in sports, casual and walk- 
ing shoes. Only women’s high style 
dress lines and men’s fall shoes still 
lacked sales zip and these shoes are 
traditionally late starters. 

At E. W. Burt Co. in downtown 
Boston, sales were running “notice- 
ably better” than a year ago. AIl- 
though the majority of shoes in the 
company’s line have been increased 
$1, no consumer price resistance has 
been noted. “Customers seem to 
have been expecting the increase 
and they are taking it in stride,” the 
store buyer reports. 
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Women’s sport casuals and walk- 
ing type shoes have found a strong 
response and pumps in black, gray, 
blue and brown—in that order—are 
selling well. 

At Gilchrists, where shoe depart- 
ments were recently leased to Wohl 
Shoe Co., much time is being de- 
voted to introducing high style nov- 
elty lines in departments formerly 
specializing in casual and walking 
types. Demand for the latter has 
been “excellent” and there is in- 
creasing activity in the new style 
lines. 

An early surprise is the rush to 
buy women’s and teens’ boot styles 
in all colors and price lines. The 
store is selling the boots at prices 
ranging from $3.99 to $12.95 with 
equal success. 


He Fits Quality 
(CONTINUED FROM PAGE 70) 


Mom and Dad’s thumb; the parents 
often want better shoes on their 
children’s feet than they wear on 
their own.” 

A large and well-used card index 
file occupies a prominent position 
in the Aquara shop. From this com- 
plete record of customers’ shoe buy- 
ing habits and foot idiosyncrasies 
originates a continuous barrage of 
post cards. The parents of small 
children are advised it’s time for a 
check every two months; often they 
arrive, card in hand, asking if it’s 
“all right to wait a couple more 
weeks.” 

Good fit is almost a fetish for 
Aquara. Sales clerks Mrs. Peg 
Nolan and Sue Kieny—both em- 
ployees of long standing — and 
Aquara’s wife, Ida, are instructed 
to advise customers outright if an 
exact fit is not in stock. So deliber- 
ately has Aquara built his business 
that these are virtually his only 
walkouts. 

Far from being cowed by the 
many large, sometimes gaudy, chain 
outlets nearby on Kensington Ave., 
Aquara insists his operation is the 
greater threat, saying, “They just 
aren’t geared to provide personal- 
ized service; we are.” 

Aquara occasionally uses tele- 
vision or radio spots in cooperation 
with Edwards Shoes, and runs 
about ten inches of advertising 
weekly in local newspapers. All ad- 
vertising is attuned to a “‘fit-service- 
quality” theme. 
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Profile: Emil Haug 
(CONTINUED FROM PAGE 38) 


They have a married daughter and 
three grandchildren, who are their 
pride and joy. 

But let’s not get too far away 
from the original premise . . . the 
party at the Park Sheraton Hotel 
on September 2nd. Engineered by 
Honorary Chairmen—Lou Plansoen 
of Federal Leather Company and 
Walter Barnes of Banner Slipper 
Company; and under the able lead- 
ership of Gerry Burke of Ramsey 
Shoe Company—as Executive Chair- 


man for the occasion . . . thirty of 
Emil’s close, personal friends and 
customers got together to express 
their affectionate regard for him. 
And a fine aggregation it was! 
Among them, they represented firms 
doing twenty to thirty million dol- 
lars worth of sales a year. 

Emil Haug is a simple, humble, 
endearing kind of a guy. Through- 
out the years he has made a host of 
friends and friends of hosts simply 
by being himself . . . kind, affable, 
considerate and understanding. 

Needless to say, the evening was 
a great success. How could it miss? 
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2384-black, plain toe 
blucher with Tru-Glide 
Zephyr sole by Biltrite. 
Also available in tan as 
2385. 


New, Fast Moving 
Addition to the 
Broadway Line 


The model above, made on the sensational crepe 
rubber Tru-Glide Zephyr sole by Biltrite, is just 
what you need to cash in on the latest trend in 
men’s footwear. It combines smartness, comfort 
and out-in-front styling ... sells fast at a popular 
price with a better-than-usual mark up. 

This number is just one more reason why the 
Broadway line is America’s biggest profit maker 
in men’s medium priced dress shoes. For full infor- 


J. W. CARTER COMPANY 


NASHVILLE, TENNESSEE 





Salesmen on the Road... 





Send contributions to: Mrs. Bernice 8S. Decker, Salesmen 
on the Road Dept., 228 Creenwood Blvd., Evanston, IU. 


Training Retail Personnel 

THE shoe traveler is reminded in 
the latest correspondence lesson 
from Independent Shoemen that he 
can be a major factor in the train- 
ing of retail store personnel. 

This issue of the educational 
series, “Operational Know-How,” 
points out that no one is in a better 
position to see the successful re- 
tail selling techniques than the 
road man. 

The road man, the lesson points 
out, always has a glamorous fasci- 
nation to the shoe clerk, and there- 
fore his word will carry much 
weight. Early-morning meetings 
with sales help of independent 
stores as well as department stores 
are recommended. 

Explanation of construction, ma- 
terials, lasts, styling and any spe- 
cial features are listed as good sub- 
ject matter. Advice on how to use 
displays, leaflets, advertising mate- 
rial and sales aids is sug- 
gested. 

“Giving this type of talk to sales- 
people is going to make you a bet- 
ter salesman, too, because you are 
going to find you haven’t been 
using all of your own ammunition,” 
the lesson states. 

Such training programs 
pointed toward a stronger line and 
more sales for the salesman, for the 
retailer and for the factory. 


also 


are 


Local Prexies .. . 

“HONESTY on the is the 
best policy. If you don’t know the 
answer, tell your account you don’t 
know but you’ll try to find it. Hon- 
esty is the best beginning in any 
Your accounts will learn 
to rely on your judgment.” 

Ten years ago, Keith (Red) John- 
son, then 27 years old, took to heart 
the advice of his father, Knute 
(K. J.) Johnson, who is now ending 
his 37th year with Red Wing Shoe 
Company, traveling Dakota, 
east Nebraska and southwestern 
Minnesota. 


road 


career. 


east 


Today, Keith, an eight-year “vet- 
eran” with Red Wing, is still try- 
ing to follow his Dad’s advice. His 
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popularity is attested to by his 
election as president of Mountain 
States Shoe Travelers Association 
last November. 

It was a tough assignment to 
take over the reins of the Mountain 
States Shoe Travelers from three- 
time president Frank M. Phillips, 
who had been so instrumental in 
building up the association. The or- 
ganization won the national mem- 
bership trophy two years ago, was 
a runner-up last year, and member- 
ship is still increasing. 

s * o 

BORN in Northern 

Keith Johnson went to 


Minnesota, 
school in 


KEITH (RED) JOHNSON 


Sioux Falls, S. Dak., where the fam- 
ily moved when he was at an early 
age and where his parents still 
live. After graduation from high 
school, he attended Augustana Col- 
lege, then went into the Army Air 
Force, becoming a lieutenant bom- 
bardier. He served three years. 
While in service he attended Kan- 
sas State College and the Univer- 
sity of Pittsburgh. 

In 1945 he went into the truck- 
ing business. But in 1949 his father 
suffered a heart attack (from which 
he has since recovered) and Keith 
went on the road assisting his Dad 
for two years. Then in 1951, his 
father well again, Keith was given 
his first Red Wing territory. From 
headquarters in Salt Lake City he 
traveled Nevada, Utah, Arizona, 


by BERNICE S. DECKER 


Colorado and part of New Mexico 
and Wyoming. 

Two years later he moved to Den- 
ver and now he travels Colorado, 
southern Wyoming, east Utah and 
northwestern New Mexico. 

Fourteen years ago Keith married 
his high school sweetheart, Beverly. 
Their children are Jeffrey, 9, and 
Susan, 6. The family lives in Denver, 
where Keith is an usher in the Wil- 
shire Presbysterian Church. Mrs. 
Johnson is president of the Shoe 
Travelers’ Auxiliary and secretary 
of the local PTA. 

Keith’s hobbies? Pheasant hunt- 
ing in South Dakota (‘‘the best in 
the U.S.A.”), fishing (“any kind in 
any lake or mountain stream as long 
as it’s a fish’) and golf. 

© e _ 

Norman O'Neal, president of Pa- 
cific Northwest Shoe Travelers, is 
a shoe traveler who has come up 
through the retail ranks. He’s been 
on the road since 1950. Started out 
with General Shoe Company, later 
represented Honeybugs, is current- 
ly associated with Freeman Shoe 
Corporation. 

He started in the shoe business 
as an extra for Edison Brothers in 
Spokane, Wash., in 1934. He also 
worked for this chain operation in 
Tacoma, Wash., and San Francisco, 
Stockton and Oakland, Calif., over 
a period of seven years. 

He was salesman, assistant buyer 
and then buyer for Kahn’s of Oak- 
land until he went into the service 
in World War II. He served with 
the 13th Armored Division in 
France and Germany. After the 
war he was buyer for Olds & King 
Department Store in Portland, Ore., 
for five years. 

“Next to the shoe business,” he 
states, “my great love is fishing, 
which is so varied and so great in 
the Pacific Northwest.” 

Before heading the local travel- 
ers’ association, he served on most 
committees and was vice-president. 
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Denver Salon Finds: 
Designer Showings 
Build Fashion Trade 


DENVER — A series of designer 
showings, an annual event in early 
fall, is building a tremendous cus- 
tom and fashion business for Neu- 
steters’ shoe salon. 

Clarence Levy, buyer and mer- 
chandiser of women’s shoes at this 
exclusive downtown store, said: 
“These designer showings are not 
for the one-pair shopper. They are 
for the woman who wants design, 
high fashion and material to match 
each of many wardrobes.” 

Most of the showings are pointed 
to cocktail, dinner and resort foot- 
wear. But everything is pumps, 
some with lower cuts, featuring un- 
usual material, trim and style. Few 
oval toes have been shown or sold. 
Practically everything is the elon- 
gated toe and extreme stiletto high 
heel. 

A few orders have been placed for 
the squared-toe shoes. Oval toes 
have been accepted only in patterns 
with mid-heels. 

In one morning’s showing, 
dozen white silk pumps were 
late August for tinting to 
frocks. Ordered, too, in a David 
Evins line were gold and silver 
meshes, gold lame, French and In- 
dian imported prints with black 
background, pumps with gold filigree 
or jeweled trim, and glittering bro- 
cade evening pumps with hand- 
painted baroque bouquets on the sole 
to carry out the motif on the uppers. 

Bert Geller, president, and John 
Pollack, sales manager for Andrew 
Geller, were in the salon for two 
days. To introduce them, Neusteters 
ran a seven-column eye-appealing ad 
of a king’s jester in black silhouette 
holding a white pump against a 
vivid red, blue, green and gray small 
diamond background. 

The only words against the black 
said, “Now, Exclusively at Neustet- 
ers, Andrew Geller Shoes.”’ The salon 
was crowded both days. 

Resort wear ordered included soft, 
unlined types in muted pale tones of 
dry ginger, pink, blue and orange 
and in blacks and in whites to tint. 


several 
sold in 
match 
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Midwest Show Busy Despite Timing 


The first market held by the Mid- 


west Travelers in the Palmer 


House was rated satisfactory in 
both traffic and business. Buyers 
sought new items to spur winter 
and early holiday selling. 


CHICAGO — New late winter 
styles, fill-ins on staples, and promo- 
tional items captured the interest of 
retailers attending the Holiday Shoe 
Market of the Midwest Shoe Travel- 
ers. 

The show was an active one both 
in attendance and business despite 
the fact that this was an “off” show 
so far as timing went. Also, temper- 
atures were in the middle and high 
90’s for the entire period of the 
show, August 23-26. 

This was the first show held in the 
Palmer House, and the new site was 
adjudged entirely satisfactory. 

Women’s novelty and high - style 
houses did particularly well. Retail- 
ers were looking for new numbers to 
spark late winter and early holiday 
selling. Most asked for October 15 
to November 1 delivery. 

Size-up orders indicated good early 
activity on women’s staples and chil- 
dren’s school shoes. Men’s business 
was off due to the fact that this is an 
in-between period. Slipper firms con- 
centrated on final commitments al- 
though most business had been com- 
pleted in this category. 


Excellent Season Seen 


Among both exhibitors and retail- 
ers optimism prevailed, with pre- 
dictions for an excellent season. The 
retailers had suffered a slowing of 
fall business due to an extended 
period of severe hot weather. How- 
ever, their inventories generally are 
in good shape. Out-of-town business 
appeared healthier than that in Chi- 
cago and the immediate area. 

Size-ups were written chiefly on 
women’s plain and decorated pumps. 
Although black predominated there 
were orders for brown, gray and 
blue and surprising interest in rust 
and green. Although off to a slow 
start, elasticized throat lines were 
active. So were closed-back, open- 
toe, medium-heel styles, one of many 


indications that there is a leaning to 
opened-up shoes. Unlined shoes of 
all types were on re-order lists. 

As to the needle vs. the oval toe— 
here’s the most consistent answer: 
The former is still here and will 
stay for a good long time. Every re- 
tailer will probably have some ovals 
in stock but he won’t be without 
needles. 

There were practically no size-ups 
on high-fashion shoes. Retailers are 
inclined to let these run their course 
so they can build depth in staples. 
However, they were interested in 
new high styles to dress up stocks. 
They looked for promotional themes 
in fabric or color. They showed in- 
terest in and bought lusters, polished 
pig and patent. 

Vinyl-covered fabrics in gay com- 
binations got good response. Orders 
for cruise promotions were also 
placed, with brocaded fabrics high- 
lighted along with the usual pastels 
and whites. 


Back-to-School Sales Good 

A number of retailers asked ear- 
lier delivery on September children’s 
shoes, indicating good back-to-school 
business. Nylon velvet was reported 
as increasing in volume and edging 
from the children’s and pre-teens 
into the teenage field. 

Boys’ black oxfords were volume, 
with loafers getting good sales. It 
was reportedly a little too early for 
boots at retail, but there was interest 
in all high-riding types. Brown con- 
tinues well down, although cordovan 
colors are selling. 

This was a stop-gap period be- 
tween fall and spring for men’s 
shoes. Most exhibitors had sold all 
their fall shoes and weren’t sched- 
uled to get spring shoes until mid- 
September. Fill-ins were heavy on 
semi-wing tips, both genuine and 
simulated alligators, with pillow-toe 
shoes dwindling. 

There was interest in semi-high 
dress shoes and plain toes, with 
walled types losing ground. 

Darker browns were gaining over 
3ix months ago, with the proportion 
now running 70 per cent black and 
30 per cent brown. 
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To Promote Coordinated Fashions: 


College Girls Greet Shoppers at Pueblo Store 


By VIVIAN ANDERSON 


PUEBLO, COLO.—A lovely teen- 
age girl wearing fashion’s latest 
suit with matching shoes, met the 
customers at the main doors of the 
store. In her hands was a pair of 
teen flats. 

The girl was one of four roaming 
the Crews-Beggs store on Main 
Street here. They showed coordi- 
nated fashion to all customers and 
directed the interested ones to the 
second-floor dress shoe salon. 

This practice—employed in Au- 
gust and early September before 
schools open, and again during 
spring vacation before Easter—is 
one of the gimmicks used by E. D. 
Brown, merchandise manager for all 
shoes in the store, to build the salon 
into this city’s fashion center. The 
girls work from 10 a.m. to 4 p.m. 
daily. 

When Mr. Brown moved here 
from Colorado Springs seven years 
ago, the women’s and girls’ shoe de- 
partments were known as conserva- 
tive and staple. In the intervening 
time, he has brought in new style 
lines and built up fashion business 
alone from 84,000 to 160,000 pairs a 
year. 

Store Remodeled 

The store (which has no connection 
with Crews-Beggs stores of Lead- 
ville and Salida, Colo.) has recently 
been remodeled into one of the most 
modern department stores in the 
state. It is now owned by Mercan- 
tile Stores, Inc., which also owns 
Joslin’s department stores in Den- 
ver, Greeley and Boulder, Colo. 

The store emphasizes coordination 
in all its advertising and promotions. 
The spacious women’s shoe salon is 
located just off the elevators on the 
second floor adjacent to ready-to- 
wear. The walls are done in pastels. 
Comfortable upholstered chairs are 
in matching tones. Hundreds of 
shoes are displayed in illuminated 
shadowboxes. 

As for promotion, “We can’t em- 
phasize too much the importance of 
spot shoe announcements on our 
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four radio stations and two TV sta- 
tions here during the school 
months,” Mr. Brown said. “We key 
a certain portion of our advertising, 
our windows and our spot anounce- 
ments to the teenagers. 

“Our practice of hiring these col- 
lege girls to roam the store with 
proper shoes in hand has become 
one of our biggest attractions.” 

Mr. Brown added, “On the other 
hand we have not let our staple busi- 
ness slide. We feel that advertising 
of famous-name brands is most im- 
portant here.” 

Retail price range in the salon is 
from $10.95 to $17.95. Featured 
are Tweedies and Paradise for fash- 
ion, Joyce for the college girl, Ris- 
ques for the “budget” or career girl 
and Florsheim and Red Cross in 
staple lines. 

Mr. Brown brought a wealth of 
shoe-selling experience to the 
Crews-Beggs operation. He was as- 
sociated with Wulff’s Shoe Company 
in Colorado Springs for a number 
of years and with Daniels & Fisher 
women’s shoes in Denver for 12 
years. An Iowan, he was a shoe 
buyer in Sioux City before coming 
to Colorado. 


Parents’ Magazine to Aid 
Spring Children’s Promotion 

NEW YORK—Parents’ Magazine 
has given its support to the “Cool, 
Bright Shoe’’ promotion theme 
adopted by the Children’s Promotion 
Committee of the National Shoe In- 
stitute for the spring-summer 1960. 

Parents’ will stress the idea that 
real shoes are needed for health, and 
offer as illustrations both sandals 
and closed, flexible casuals in its 
spring issues, climaxed by the April 
number. 

“*The Cool, Bright Shoe’ repre- 
sents a wonderful opportunity for 
the shoe industry to give children 
something new,” said a Parents’ 
spokesman. “It means a summer 
shoe that offers foot support, a shoe 
that is light and cool, and a shoe that 
is bright and attractive and that has 
style.” 


Don’t Neglect Sales 
Training, I. S$. Warns 


TOO many independent shoe re- 
tailers make the mistake of trying to 
operate without adequate sales train- 
ing programs for store personnel, 
Independent Shoemen has told its 
members. 

In a recent edition of its educa- 
tional series, “Operational Know- 
How,” the trade association said the 
average shoe retailer rarely attempts 
to set up a purposeful sales training 
program. And he almost never main- 
tains it on a continuous basis. Two 
reasons offered: the store operator 
believes he cannot afford an effective 
program; and he mistakenly believes 
his personnel may resist a formal 
program. 

“Neither of these reasons is rea- 
son enough for neglecting to provide 
your clerks with a training program 
that will improve their selling tech- 
niques and your store’s sales,” de- 
clared Frank Underhill, executive di- 
rector of Independent Shoemen. 

“Selling shoes today is a highly 
specialized art that the big chains 
are cultivating from every angle. 
Every chain maintains a rigid train- 
ing schedule. The only way the inde- 
pendent can meet this challenge is to 
exploit his own advantages in a per- 
sonalized sales training program of 
his own.” 

The I. S. booklet, “How to Set Up 
a Sales Training Program,” points 
out that the store owner who knows 
his customers, their needs and pref- 
erences, likes and dislikes, can initi- 
ate a specialized training program 
that will enable his clerks to sell 
shoes directly to his own customers. 

Independent Shoemen lists the 
most important divisions of shoe 
selling as: the sales approach; shoe 
styles; shoe construction; shoe mate- 
rials and shoe fitting. “A mere re- 
cital of dry training facts and sales 
procedures will fail completely,” the 
I. S. booklet states. “The retailer 
must use as much imagination in 
presenting his training program as 
he does in presenting his shoes to 
his customers.” 

Participation of clerks in the 
training program can be encouraged 
by the use of props such as shoe cut- 
outs, shoe materials, drawings and 
sketches, style magazines and other 
demonstration material, the booklet 
says. 
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Shoe Merchandising Course 
To Be Offered in Brooklyn 


NEW YORK—An advanced course 
in shoe merchandising will be offered 
at the New York City Community 
College, 300 Pearl St., Brooklyn, be- 
ginning September 21. The course, 
described as “geared for shoe indus- 
try executives,” will be taught on 
Mondays at 8 p.m. 

Milton Bailey, a merchandising 
authority, will direct the course. He 
said he plans to show how the indus- 
try can capture a greater share of 
the consumer dollar and how it can 
sustain successful selling perfor- 
mance. Among the topics to be dis- 
cussed, he said, are “Facts and 
Fancy About Sole Appeal” and “Are 
$50 Shoes Really Worth More Than 
$5?” 


National Shoes, Inc., moved into 
the Buffalo, N. Y., market with a 
new store housed between the two 
main entrances of Sattler’s Depart- 
ment Store. This was the chain’s 
158th unit. No. 159 opened a few 
days later at a highway site on 
Hempstead Turnpike in Levittown, 
i ae 


Space Age Promotion Scores in Plastic Shoe Sales 


Space-minded promotion sends sales of Orbits, children's one-piece molded plastic 
shoes, rocketing at Kisber's Shoe Circle, Jackson, Tenn. David S. Crane, who 
operates department, placed half-page ad in local paper, mailed 5000 circulars to 
out-of-town customers and bought live TV spots, besides preparing appropriate 
interior displays. Results: half of original order of over 400 pairs was sold on 
first day, although the store has not carried children's shoes before. Traffic was 
steady to overflowing, and sales of other shoes more than doubled for the day. 
Business continued good on successive days. The store promoted Orbits as “made 
right here in Tennessee"—by Intercontinental Shoe Corporation, Chattoncege. 
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36095 Dirty Buck 

36097 Charcoal Gray 
Half and Full Sizes 6-12 
Ad Mats 


For the new, the different, 
the exciting, the promotable, 
in Sandals, Casuals and 
Scuffs. 


23043 Natural 
23032 Black 
23021 Redwood 


400 EAST 111th STREET 


LION SANDALS Ine. 


NEW YORK 29, N. Y. 





INSURANCE POLICY 


| TODAY, children are given a dozen types of injections 
| to prevent their becoming ill.. Yet little thought is given 
| to preventing the deformity of pronated feet. Medic’s 
| famous Junior Arch Preservers wedge construction shoe 
| is especially designed to help prevent pronation. Thus, 
| Medic gives you a built-in insurance policy for your 
patient—and a mighty good insurance policy for your 
store, because these wedge-construction shoes make sat- 
isfied customers and repeat sales for you . . .Write today 
for catalog, descriptive literature, FREE BOOKLET on 
prescription fitting. 


Available 


ARCH PRESERVER 





Half and Full Sizes 6-12 
Ad Mats Available 
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MEDIC SHOE MANUFACTURERS, INC. © PHILADELPHIA 7, PENNSYLVANIA 
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Moving Displays in Windows Plug Feature Footwear 


Extensive illustrative material on advantages, construction and services of feature 

footwear is incorporated in the open-type display windows in the new Foot-so-Port 

Shoe Store in Chicago. A golden motif is used both on facade and interior. A 
constantly moving display appears in visual cabinet. 


CHICAGO—A threefold merchan- 
dising program is being offered by 
the new Foot-so-Port Store, which 
opened here recently. The store in- 
corporates many advanced applica- 
tions for selling of feature and 


functional footwear. 

The shop occupied its new loca- 
tion at 62 E. Adams St. after oper- 
ating for 27 years at 55 E. Madison 
St. 

The new store is referred to as 


the Golden Store because of the mo- 
tif of decoration, which is the same 
gold color as the facade of the build- 
ing. The door is golden, the outside 
and inside lettering is golden. There 
are also golden chandeliers set 
against a background of rich, red- 
dish brown bleached mahogany 
panel woodwork and fittings. The 
carpeting is deep green. 

Windows are of the open-display 
type and are equipped with some of 
the latest in projection and moving 
display material. Projection units 
show 16 different slides calling at- 
tention to shoe styles, their con- 
struction, special offerings and other 
special features. 

Inside the store audio-visual 
equipment helps to inform and sell. 
A television-type cabinet is con- 
nected to a telephone, which tells 
and sells the story of Foot-so-Port 
shoes when the customer lifts the 
receiver. 

There are several merchandising 
methods. First is the regular sale 
of shoes on the floor. There is also 
a direct mail department, where 
out-of-town customers are handled 
through a credit card system. There 
is a special room for custom casting 
of feet through orthopedic prescrip- 
tions. 

The Chicago store is one of 150 
operating on exclusive Foot-so-Port 
franchises in major U. S. cities. 





Retailers Told How to Reap Full Benefit from Shoe Fair 


CHICAGO — Many shoe retailers 
fail to take full advantage of the 
major shoe shows and instead fol- 
low a “quick-in-and-quick-out” ap- 
proach. This is the contention of 
John W. Morgan, a prominent West 
Virginia footwear merchant and for- 
mer chairman of the National Shoe 
Fair Committee. 

Mr. Morgan made his remarks in 
connection with the coming National 
Shoe Fair, October 25-29 in Chicago. 
He said national shows like the Shoe 
Fair offer the retailer “important 
services and information which is 
unobtainable at the smaller regional 
shows.” 

In Mr. Morgan’s opinion, visitors 
to the Shoe Fair should spend at 
least four days at the show, plan- 
ning their program carefully in ad- 
vance. They should visit their regu- 
lar resources but should also spend 
additional time in comparing other 
lines, and seeking “hot items” and 
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special lines to supplement their 
regular stock. 

In addition, Mr. Morgan claimed, 
these retailers and buyers should 
make a special study of new styling 
developments and take note of the 
promotion and merchandising pro- 
grams available from exhibiting 
manufacturers. They should take in 
the allied products exhibits, too, 
since these offer possibilities for ex- 
tra sales. 

Furthermore, Mr. Morgan said, 
visitors to the Shoe Fair should seek 
out retailers, buyers, manufacturers 
and stylists with whom they can 
“shop-talk.” And they should attend 
the special events, such as the Shoe 
Retailers Conference sponsored by 
NSRA on October 25; the luncheon 
and fashion presentation of Shoe 
Women Executives, October 27, and 
the Retail Shoe Store Operation 
Clinic, daily. 

All through the show, Mr. Morgan 


advised, the retailers should take 
notes on what they see and hear. 


ANOTHER member of the Na- 
tional Shoe Fair Committee, Gilbert 
Hahn, says retailers are falling short 
of their potentials in developing 
traffic flow, turnover and impulse 
buying. 

In his report to the NSF Com- 
mittee, the Washington, D. C., shoe 
retail executive says footwear mer- 
chants should “start selling ideas as 
well as merchandise, because ideas 
and ‘not just shoes alone are what 
motivates and builds sales today. 
When people are inspired to buy 
shoes beyond basic needs, then we’re 
really selling and merchandising our 
product effectively.” 

Today’s consumer is much more 
open-to-buy than is realized, Mr. 
Hahn claims. 

The National Shoe Fair, he points 
out, is stressing the coordination of 
promotional ideas with new lines. 
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SEE US AT MIAMI BEACH SHOE SHOW SEPTEMBER 26-30, DEAUVILLE HOTEL ROOM 1209 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
shoe stores, drive-ins and 
shoe promotion buyers 


Our. prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


¢ About Shoe People 


Sam Maniscalco, Jr., has been 
elected a vice- 
president of Ro- 
senblum Shoes, 
Inc., New Orleans, 
operatorsofa 
chain of 18 stores 
and leased depart- 
ments in Louisi- 
ana, Mississippi, 
and Alabama. 
With the company 
13 years, he has 
been in charge of 
store operations besides serving as 
buyer of children’s shoes. He will 
continue in that capacity with Ro- 
senblum. 


S. MANISCALCO, JR. 


Steven J. Jay, president of R. H. 
Fyfe Company, and William Brown 
of Himmelhock’s have been added 
to the retailer committee drawing 
up plans to honor Nathan Hack and 
promote shoe buying during Detroit 
Ripple Sole Shoe Week, October 4 
to 11. Harry Rosenfeld, president 
of the Detroit Shoe Retailers Asso- 
ciation, announced the appoint- 





Baw SPORT KING 
\ BOWLING 


ments. Mr. Jay is a former president 
of the DSRA. 


David Miller has been named 
general manager of Geuting’s fam- 
ily shoe concern in Philadelphia, 
succeeding Emanuel Wachstein, 
who resigned. Mr. Miller has most 
recently been associated with Pa- 
lizzio, Inc., and D’Antonio Shoe 
Corporation in New York City. 

. e + 

Fred Kahn, a _ well-known de- 
signer of women’s style shoes as 
well as men’s and children’s shoes, 
suffered a heart attack recently. He 
has been in the Park-East Hospital, 
New York, for several weeks and 
was not expected to return to work 
until the beginning of October. He 
maintains a design studio in the 
Marbridge Building. 


Roy St. Jean, manager of market 
and sales analysis for Brown Shoe 
Company, St. Louis, has been ap- 
pointed chairman of the Market 
Research and Statistics Committee 


makers are in line with our 


nationwide reputation 


Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Louis 3, Mo 


Sample Rooms: Los Angeles * New York 


of the National Shoe Manufactur- 
ers Association. He succeeds Wil- 
liam Sheskey, vice-president of 
Commonwealth Shoe and Leather 
Company, Whitman, Mass. 


In Allied Fields... 

James O’Neill, assistant export 
manager of Colonial Tanning Com- 
pany, Inc., left on an extensive tour 
of the Far East, calling on the com- 
pany’s agents and accounts. Joseph 
Kaplan, Colonial’s president, 
cently visited California to call on 
the trade there together with the 
company’s representatives, the 
David Whiting Company of 
Angeles. 


re- 


Los 


Miss Jean Olds, fashion director 
of E. Hubschman & Sons, Ince., 
tanners, recently exhibited 27 wood 
block prints in a one-woman show- 
ing at the Pen and Brush Garden 
Gallery in New York. Miss Olds has 
studied art extensively and has ex- 
hibited at the China Institute in 
America; the Tudor City Art Show, 
“May in New York,” and the Green- 
wich Village Outdoor Art Show. 





SHOES 


A top value at popular 
prices. Littleway stitched 


Men's: Black or Smoke 


Sizes 6-12, $4.20 


Women's: 
Red or Smoke 
Sizes 4-9, $3.85 


Boys': Smoke 
Sizes 13-5!/. $3.75 
Girls': Smoke 
Sizes 13-3!/. $3.45 


Athletic Footwear Division 
BERNED SHOE CO.,-207 ESSEX ST., BOSTON 11, MASS. 
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ling Company 


‘eet, Boston 11, Mass. 





Letters... 
A Nation of Cripples? 


Editor: 

As dealers in corrective shoes for 
more than 40 years, we vigorously pro- 
test the manufacture of juvenile shoes 
with pointed toes. We are seeing in- 
creasing numbers of cases in young 
children of foot disorders. 

During the formative years (from 1] 
to 16) shoes for children must have 
broad toes with straight medial lines; 
otherwise bone damage will result. It 
is disgraceful to see some of the chil- 
dren’s shoes manufacturers are produc- 
ing, irresponsibly taking advantage of 
our fashion-conscious youth. Regardless 
of the newest fashions, we adults must 
think for our children. 

Fifty per cent of our children have 
some foot disorder or imbalance before 
they are 10 years old; 75 per cent of 
high school teens have foot imbalance. 

We in America generaily dislike gov- 
ernment supervision of business, but if 
shoe manufacturers neglect their respon- 
sibilities in this matter government con- 
trol through the National Health De- 
partment may be the only way to prevent 
our producing a nation of cripples. 

JOHN J. MOORE, PRES. 
PARMELEE SHOES, INC. 
ROCHESTER, N. Y. 


You can Sell More Pairs uppered with 


et6 ws vat oFF 


because White Shoe Care 


e Financial 


Vulcan Corporation’s Sales 
For First Half Set Record 


CINCINNATI, O.—Sales of Vul- 
can Corporation, maker of shoe heels 
and other wood and plastic products, 
reached a record level in the first six 
months of 1959, shareholders were 
told. 

Earnings in the same _ period 
reached $180,518, or 69 cents per 
common share. This compares with 
65 cents in 1958’s first half. Joseph 
B. Reynolds, president, said one fac- 
tor in the firm’s current success was 
“very good business” in shoe lasts. 


Blue Bonnet Lists Sales Rise 


LAWRENCE, MASS.—Blue Bon- 
net Shoes, Inc., reports that sales of 
its Blue Star children’s line in- 
creased 31 per cent during the nine- 
month period from November ’58 
through July ’59. The line was in- 
troduced approximately four years 
ago. The company recently has 
added big boys’ sizes 3% to 6, also 
carrying the Blue Star name, and 
now offers complete juvenile foot- 
wear coverage. 





Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co, 


Chicogo 22, Illinois 


Beck 6-Month Profits Climb 

NEW YORK—Net earnings of 
A. S. Beck Shoe Corporation and 
subsidiaries, after taxes, in the six 
months ended June 30 reached 
$333,074. This compares with 
$225,844 in the corresponding pe- 
riod of 1958. Earnings per common 
share amounted to 61 cents as 
against 35 cents. 


Seiberling Has Best Ist Half 


AKRON, O.—For the six months 
ended June 30, Seiberling Rubber 
Company had the highest produc- 
tion, sales and earnings for any 
first-half period in its history, Pres- 
ident J. P. Seiberling told stockhold- 
ers. Second-half outlook also is good, 
he said. 

Net sales for the half were $26,- 
968,925, an increase of 26 per cent. 
Net income was $754,953, a new 
high for the company and more than 
15 times greater than a year ago. 


e Trade Literature 


Hints on Shoe Care 

“MORE Important Than a Coat 
Hanger” is the provocative title of a 
leaflet outlining proper shoe care, 
which C. S. Pierce Company is offer- 
ing free to shoe retailers. John 
Berglund, president of the shoe tree 
firm, says the folder is intended for 
distribution to customers, both in 
the store and by mail. The Pierce 
firm is at 278 Montello St., Brockton, 
Mass. 


‘Service Footwear’ Catalog 


A 16-PAGE, fully illustrated in- 
stock catalog for 1959-60 has been 
published by Service Manufacturing 
Company, Inc., Yonkers, N. Y. The 
booklet, titled “Service Footwear,” 
lists riding, athletic, outdoor and 
casual (moccasin) styles. 


{\es BOOKLET! 

EVERETT & BARRON CO. 

166 Valley St., Providence, R. 1. 
} 


“How to Dye Fabric Shoes” 
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and Charles Julianelli of Julianelli, 


6 ° ° . 
Fashion Time Swells Inc., and Marya Morten and Arnold 
Sommers of Capezio, Inc. 


Sales in Birmingham 
Designers’ shoes sold best in eve- 


BIRMINGHAM, ALA. — Sales ning styles, with emphasis on the 
gains in women’s shoes reached 30 gold opera pump, pointed toe and 
to 35 per cent at Burger-Phillips and thin, tall heel, retailing for $34.95 
Blach’s during the week-long Fall to $37.95. Purple plush and burnt 
Fashion Time here, in comparison orange were popular with customers 
with a similar promotion last year. who thronged the stores. Glamor 


Buyers Gilbert Brown of Burger’s 
and David Feinfeld of Blach’s re- 
ported the increases. 

The dozen or more other shoe 
stores or shoe departments who 
played a less aggressive role in this 
fifth annual, quarter-million-dollar 
fashion extravaganza reported an 
upward trend of “at least 10 per 
cent” in sales over last year’s pro- 
motion. 

President Arthur Phillips, Sr., of 
Burger’s presented a bronze plaque 
for “distinguished service in the 
world of fashion” to designer David 
Evins at a luncheon-fashion fete. 

Guests of Blach’s during the week 
were Beth and Herb Levine of Her- 
bert Levine, Inc.; Bert Geller, pre- 
senting Andrew Geller shoes; Mable 


boots fashioned of elasticized fabric 
for evening, brushed leather or 
Italian calfskin, also played a lead- 
ing role. 


Lytton’s Stores Modernize 
Women’s Shoe Departments 

CHICAGO — Lytton’s men and 
women’s furnishings stores have 
completed an extensive program to 
modernize and expand their women’s 
shoe departments. 

In the downtown store the firm 
doubled the department’s area. 
Women’s shoe sections in the Ever- 
green Plaza and Evanston stores 
were completely done over, and the 
stockroom at Evergreen Plaza was 
doubled in size. 











BLACK VELOUR 
BUK “BEE” OXFORD 


Long Arch Supporting Counter ¢ Right and 
Left X-Ray Steel Shank © Stitched ''Zephyrlite"’ 
Sole © Welted Heel Seat 

M230: /2'/-3, B-EEE, Taper Toe 

L230: 5-10, AA-EE, Taper Toe 


| CHILDREN'S SHOES THAT 
REALLY FIT...ALTSCHUL'S! 


Trust Altschul shoe crafters—welt shoe specialists—and customized | 
Altschul lasts to deliver the fitting-est children’s footwear in all shoe- | 
dom! Add smart styling and Altschul quality—and you're selling a busi- 
ness-building . . . trouble-free . . 
Here are two top-demanded season openers . . . 
in our catalog. Send for it today! 


ALWAYS IN-STOCK FOR SAME DAY SHIPMENT! 


. profitable line! 
see ever so many more 


RED ELK OXFORD 

Normal Construction 

C789: Fringe Tongue—Spring Heel, 8-12, B-EEE 
K700: Plain Tongue—Spring Heel, 4-6, B-EE 
F700: Plain Tongue—Spring Heel, 6!/2-8, B-EEE 


)uliue Alteehul, Que: 


117 GRATTAN STREET - 


CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 


September 15, 1959 


BROOKLYN 37,N. Y 


f Nature's Ow Straight Last Footwear 


HY 7-4500 
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| 





STITCHING 


INTEREST 


Fashion Stitching 


AMERICAN MACHINE & FOUNDRY COMPANY 





GallenKamp Chain Adds 4 Links Near Los Angeles 


SO. 


Architect's sketch of the exterior design for each of four new GallenKamp stores 
which have been opened in the Greater Los Angeles area. 


LOS ANGELES The Gallen- 
Kamp chain has opened four new 
family shoe units in the Greater Los 
Angeles area, bringing the number 
of units in that area to more than 60. 

Three of the new stores are in 
shopping centers: Ontario Plaza in 
Ontario, E] Monte Shopping Center 
in El Monte, and Costa Mesa Shop- 
ping Center in Costa Mesa. The 
fourth is in downtown Victorville. 

S. Joseph Blatt, board chairman of 


the western chain, said GallenKamp 
shoe stores started in business in 
1913 in California. Today the chain 
has over 200 units in Arizona, New 
Mexico, Nevada, Utah, Colorado, 
Idaho, Montana, Washington and 
Oregon as well as California. 
e e J 

Tradehome Shoe Stores, Inc., a 
family footwear operation, an- 
nounced the opening of a new store 
in Rochester, Minn. In addition the 


BUILT-IN SUPPORT * EXTRA TOE-ROOM 
CREPE WEDGE SOLE - GLOVE LEATHER 








BUILT-UP ARCH 


Complete comfort and luxurious foot freedom . . . 


Whls. $6.40 
Retail $10.95 


a brand new concept 


in casual wear for indoors or outside. Built-up arch gives a firm lift. . . 
special last affords extra toe-room. Rich, soft glove leather, quality 
craftsmanship. Sizes 6 to 15, A to EE. Natural, Brown and Black. In 
stock for immediate delivery. Order today. 


THE SCHOLL MFG. CO., 


213 W. Schiller St., Chicago, Illinois 


INC. 3973 & ast St., Los Angeles, California 


firm has leased larger quarters for 
its Muscatine, Ia., store, which has 
operated since 1922. Al Mains, 
president of Tradehome, said the 
stores are part of an expansion 
program. 

+ e e 

Goldman’s, which operates a high- 
grade women’s shoe store in Nor- 
folk, Va., has added a branch op- 
eration in the Wards Corner sub- 
urban section. Robert Ryder will 
be the manager. The firm also op- 
erates a leased department in 
Hanna’s, at nearby Newport News, 
Va. 

se o ” 

Five new G. R. Kinney suburban 
shoe stores were recently opened 
on a single day in the Chicago area. 
The stores, known as shoe centers, 
are all at highway locations with 
extensive parking lots. All 
family stores and feature person- 
alized fitting. 

The new stores bring to 29 the 
total of Kinney stores in the Chi- 
cago area. The new stores are in 
Des Plaines, Lincolnwood, Elm- 
hurst-Villa Park area, Downers 
Grove, and Griffith, Ind. 


are 
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With Br0s.€ Smith 


Boston, 97 South St. ° New York, 2 Jacob St. 
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Ist Baker’s Unit in Brooklyn 
To Be Ready by Late Fall 

NEW YORK—Construction work 
has started on the first Baker's 
QualiCraft shoe store in Brooklyn. 
It will open in a five-story building 
at Fulton and Bridge Sts. after an 
extensive remodeling project is com- 
pleted, probably in late fall. 

The store is part of Edison’s east- 
ern expansion program, which has 
brought eight Baker’s stores to the 
New York-New Jersey area in two 


years. 





WHERE 
INDEPENDENT 
SHOE 


RELIEF FROM 





DEPARTMENT 
EXPENSE 


MANUFACTURERS 
FIND COMPLETE 


BAD DEBTS, SLOW 
ACCOUNTS, CREDIT 


e Books 


An Answer to Inflation? 


Forecasting the Price Level, Income 
Distribution, and Economic Growth, by 
Sidney Weintraub. 123 pp. Philadel- 
phia: Chilton, $5. 

Few would deny our America 
prosperity has been won at the cost 
of a badly inflated currency. Eco- 
nomic solons have long debated 
what to do about it, and seem little 
closer to a solution today than were 
the Romans in dealing with their in- 
flationary problems 2000 years ago. 

But Dr. Weintraub has provided 


us with what may prove to be valu- 
able help. He has discovered two 
basic laws in our economy similar to 
major laws of the physical sciences. 
Dr. Weintraub feels that if his laws 
are properly conceived, they will 
show for the first time precisely 
how wage phenomena, monopoly 
practices and productivity improve- 
ments affect the price level and gov- 
ern economic growth. 

Dr. Weintraub has marshaled an 
impressive array of material to 
back his thesis in this highly inter- 
esting and perhaps invaluable book. 
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BS7 FOURTH AVENUE 
NEW YORK 10. N, ¥. 





One of America’s Finest Resources for 


* SAMPLES F 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes - -first quality 
from outstanding makers. 


IDEALFOR = 
Cancellation Stores 
Drive Ins 


79-81 READE STREET 
Cable Address 


NEW YORK 7 N Y 


ALBARISHOE + Phone WOrth 2-5 














King means extra profits 


FOOT rey 


@ SALES RISING 


@ POPULAR PRICES 


/MEN’S— BOYS’ 


matter how you look at it—Foot 


@ GOODYEAR WELTS 


@ PLEASING THE PUBLIC 
@ RETAILERS PROFITING 


@ WORK DRESS CASUAL 


@ WRITE FOR CATALOG "M" 
A. S. KREIDER, PALMYRA, PA. 


MEMBER, INDEPENDENT SHOEMEN 


KING 
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WELLCO SHOE CORP. Waynesville, 


North Carolina 





« What's New 


Fast Adjustability Claimed for New Shoe Fitting Device 


ROCHESTER, N. Y.—A new con- 
cept in shoe fitting devices, which 
is said to offer fast adjustability 
and improved accuracy, has been 
introduced by the Shoe Measure 
division of the Celmet Company, 
Inc., here. 

The device, called the Fit Rite 
Shoe Gage, was brought here from 
England by James Nolan, technical 
consultant of the National Shoe 
Manufacturers Association. The 
Celmet firm redesigned and rebuilt 


The Shoe Fit Rite Gage 


the gage to conform to U. S. stand- 
ards and strengthened it to with- 
stand rough usage in shoe stores. 
Now the device has been labora- 
tory-tested and also tried out suc- 
cessfully in several leading stores. 

The Fit Rite Gage, they say, can 
be quickly and easily set for fitting 
under standing pressure or in re- 
laxed position. Both length and 
width are rapidly adjustable. These 
measurements are shown by a 
pointer on a cylindrical dial. 

The gage is made of tempered 
aluminum in several colors and in 
two sizes: junior for infants and 
children to size 5, and regular for 
adults. 


Fast-Acting Vinyl Cements 

LONG ISLAND CITY, N. Y.— 
Two vinyl plastic cements marketed 
by Schwartz Chemical Company, Inc., 
here, are formulated to provide fast 
softening and fusing action between 
flexible and rigid vinyl sections or 
vinyl and acrylic sections. 


Fillet of Sole 


Small fish-like figures and multi-colored 
pebbles float in water inside the trans- 
parent soles of these plastic beach clogs 
for children, by Moonglow Plastic Jewel 
Corporation, New York. Called “Sea 
Sandals," the clogs are fused to prevent 
leakage, and feature a skid-proof ribbed 
sole. Gift-boxed with transparent lid, 
they retail for $2.98 in most areas of 
the country, the manufacturer says. 


OVER $4,700,000 WORTH | 
OF BASEBALL SHOES WERE > 
SOLD IN 1958!! 


GET YOUR SHARE OF THESE SALES 


with BASCO- america's FASTEST 
GROWING LINE OF BASEBALL SHOES 


Finest “Low Price" shoe on the market. 

No. 940 SEMI-PRO STYLE 

@ Wide wing tip 

@ One piece damproof sole 

@ Genvine top grain leather 

@ Vomp lining, sponge rubber heel pod, leather 
counter pocket, Richardson cleats. 


<. 


Major league quality at moderate price. 
No. 970 PROFESSIONAL MODEL 


@ Genvine top grain elk 

@ Full drill lining, rubber heel pad, leather counter 
pocket, sponge rubber sock lining 

@ One piece damproof sole 

@ Long wing tip styling 


SEND FOR CATALOG SHEET 59-4 TODAY 


BOSTON ATHLETIC SHOE CO. 


72 SECOND ST., CAMBRIDGE, MASS. 


<= 


No. 715 LITTLE LEAGUER 


@ Approved by Little League Baseball Inc. 
@ Proven by 10 years of use to be the finest 
Little League shoes on the market. 


For 


ouauty ? Ol Caves 
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Over-the-Shoe Hip Boots 
Introduced by So-Lo Marx 
LOVELAND, O.—Lightweight 
hip boots which a fisherman can 
pull on over his shoes have been 
introduced by So-Lo Marx Rubber 


Hip boots by So-Lo Marx are designed 
for wear over the shoe. The boots re- 
tail at $14.95 a pair. 
Company here. Joe J. Marx, presi- 
dent of the company, claims a 
sportsman can don the boots in 

just four seconds. 

The wading boots, part of the 
firm’s “totes” line, are made of 
pure gum rubber which will 
stretch. There are no seams. The 
soles, known as Trac-To-Tred, are 
ribbed to protect against skidding. 

The boots, which are also said to 
be suitable for hunters, are made 
in five sizes to fit both men’s and 
women’s shoes. 


Portable Electric Polisher 
Marketed by Dremel Mfg. 


RACINE, WIS.—A portable elec- 
tric shoe polisher which footwear 
retailers may either sell (at $27.95) 
or use as a goodwill fixture, has 
been introduced by Dremel Manu- 
facturing Company here. 

The polisher, called Model 70, 
weighs 744 pounds and comes in 
chrome with red and black polishing 
bonnets. The machine has a 1500- 
rpm AC motor and a non-skid base. 
To eliminate bending there is a 
“toe-tip switch.” 


&, 3 


Dremel's electric polisher in use 
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Double Boot for Skiers 

WILTON, ME.—Featured in the 
winter sports line of G. H. Bass & 
Company here is the Bass Tempo, a 
new ski boot. 

The Tempo is a double boot, the 
outer portion of which is made of 
fully lined heavy black grain 
leather. It has a functional hinged 
back with red leather insert. The 
inner boot and tongue are foam 
padded. 

Other features include high qual- 
ity outsoles more closely trimmed 
than in other types of ski boots 


Bass Tempo ski boot. 
and a cable groove cut at the heel 
of the boot. 
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For QUALITY Performance at POPULAR Price 
it's : 
o 4 


SB ruse 


- BREZNER’S TEXTURED SPLIT 


e Rich deep nap 





e As carefully tanned 
as top side leathers 


e Finished back lets you 
use it unlined 


e Easy, economical to cut 


YET ‘‘BRUSHIE” COSTS NO MORE (OFTEN LESS) THAN ORDINARY SPLITS. 


Fast delivery on wide selections of new and standard colors 
Send for swatches or contact our representative .. . TODAY! 


THE BREZNER DIVISION of ALLIED KID CO. 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 





‘Fashion Right'’ Leathers from our Tannery, Boscawen, New Hampshire 





© Obituaries 
JOHN F. CONDON, 62, one-time 


shoe and leather manufacturer and 
former owner of Burkeside Com- 
Inc., makers of children’s 
shoes, died August 22 at his home 
in Brockton, Mass. Before being 
appointed Brockton postmaster in 
1952, he had been associated with 
his father in the Condon Cut Sole 
Company and, in 1945 after his 
father’s retirement, founded the 
Condon Leather Company in Ab- 
ington. He leaves his widow, Es- 
telle; three sons, John F., Jr., Rich- 
ard R. and Robert P., and a sister, 
Mrs. Arthur P. Doherty. 


pany, 


STUART H. ARMSTRONG, 68, a 
prominent figure in the New En- 
gland shoe industry for many years, 
died August 22 while visiting 
Munich, Germany, during a Euro- 
vacation. He was president 
and treasurer of the Wiley-Bick- 
ford-Sweet Corporation, Worcester, 
Mass., for 10 years before its liqui- 
dation in 1955. He was with the 
firm 37 years. 


During World War II 


pean 


Mr. Arm- 


SALES 
_ COME 
__, NATURALLY. 


INSIST UPON THE ORIGINAL, PATENTED 
HOSE SAVER—SLIP NOTT BY MODERN 


No wonder it's the fastest-selling item in the field for 
twenty years! It's the only hose-saver with an INVERTED 


strong served in the Shoe Division 
of the War Production Board. He 
also was a director of the New En- 
gland Shoe and Leather Associa- 
tion and the International Shoe 
Machine Corporation. Besides his 
wife, Dorothy, who was with him 
on the trip, he is survived by three 
sons, Richard B., William F. 2d, 
and John S. 


HARRY BOLSTON, 73, founder 
and president of Universal Cutting 
Die Company of Lynn, died sud- 
denly of a heart attack on August 
24 at Lynn, Mass. His home was in 
Swampscott, Mass. A _ native of 
Russia, he founded the firm 14 
years ago and had been active in 
its operation until recently. Sur- 
viving is his widow, Zelia. 


EDWARD E. EDWARDS, 48, 
manager of Schiff’s Capitol Hill Shoe 
Store, Oklahoma City, Okla., died 
August 7 in a car-train accident 
in that city. He had been with 
Schiff’s Shoe Stores since 1947. 
Survivors include his wife, a son 
and a daughter, a brother and four 
sisters. 


AIR CUSHION, and will remain in place no matter 
what. SLIP NOTT HOSE-SAVER is self adhesive, pre- 


vents slipping, and adjusts quickly. 
SEE YOUR JOBBER OR WRITE: 


WILLIAM A. LAWSON, 76, a re- 
tired upper leather buyer for the 
former Selby Shoe Company, Ports- 
mouth, O., died in Portsmouth on 
August 14. Surviving are his 
widow, Nelle; a son, W. E. Law- 
son, an account executive for Ge- 
nesco, Nashville, Tenn., and a 
grandson, also W. E. 


WINFIELD A. LANE, retired 
president of the Lane Brothers 
Company, Boston shoe wholesale 
firm, died August 20 at Lewiston, 
Me. A resident of Wellesley, Mass., 
he was vacationing when stricken. 
Surviving are his widow, Ruth, and 
a sister, Mrs. A. W. Fogg. 


MARSHALL BEE, 65, a sales 
representative for Selby Shoe Com- 
pany until its liquidation two years 
ago, died August 11 at Los An- 
geles of a heart attack. He was in 
shoe retailing for 15 years before 
going on the road for Selby, first 
in the Denver West territory and 
later on the West Coast only. He 
was a member of the West Coast 
Shoe Travelers’ Associates. Sur- 
viving is his widow, Leona. 


Wherever — however you use fibre board, meet 
your needs with the specialized products of 
National Shoe Board Conference members. 


| MAINTAIN YOUR QUALITY STANDARDS WITH NSB 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 
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Cigars Help Florsheim 


Promote ‘Perfecto’ 


CHICAGO—Florsheim Shoe Com- 
pany will employ a $500,000 advertis- 
ing and merchandising campaign to 
promote the “Perfecto Brown” theme 
in men’s shoes for fall and winter. 

The campaign ties in with the 
industry-wide promotion of Brown 
with Black for men. It also in- 
volves a link with the cigar indus- 
try. More than 150,000 perfecto 
cigars in specially designed cigar 
humidors will be distributed through 
Florsheim retailers. 

Martin F. Maher, Florsheim’s ad- 
vertising director, said the cam- 
paign is being started with a double- 
page color ad in Esquire. Large- 
space ads will follow in Life, Look, 
Saturday Evening Post, Reader’s Di- 
gest, the New Yorker, Time and 
Newsweek. 

The company will circulate a mil- 
lion copies of a self-mailer broad- 
side of the Esquire ad. In addition, 
window display material will stress 
the Perfecto Brown theme in shoes 
and cigars. Local spot radio 
nouncements are planned. 


an- 


Tobacco retailers will receive win- 
dow streamers with the legend, “Per- 
fecto Brown—The season’s hit in 
cigars and shoes!” The Cigar Insti- 
tute of America will supply these 
banners and promote the campaign 
among that industry’s manufactur- 


er’s and distributor’s salesmen. 


Shoe-cigar tie-in is dramatized in this 

display, planned for “Perfecto Brown" 

fall and winter campaign promoting 
Florsheim men's shoes. 
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Touring Van to Exhibit Ro-Search Process 


WAYNESVILLE, N. C.—A “mo- 
bile showroom” from  Wellco-Ro- 
Search will take to the road soon to 
demonstrate the manufacture of 
pressure-molded vulcanized leather 


footwear by the company’s “Process 


will produce shoes about the size of 
doll’s footwear but complete in every 
detail, a company spokesman said. 
Visitors will be invited to try their 
hand at vulcanizing one of the tiny 
shoes. 





Wellco-Ro-Search touring showroom is equipped with miniature "Process 82" 
vulcanizing press (left rear) and miniature rubber mill (right). 


82.” The mobile unit will tour U. S. 
shoemaking centers. 

Brainchild of Heinz Rollman, Well- 
co-Ro-Search president, the van is 
equipped with a scaled-down working 
model of the vulcanizing equipment 
used in shoe factories. The machine 





200 Exhibitors Due at Boston 
For Advance Spring Market 

BOSTON—More than 200 volume 
shoe producers from New England, 
New York, Pennsylvania and other 
states have reserved exhibit space at 
the Boston Advance Spring Shoe 
Market Week, September 27 through 
October 1. 

Maxwell Field, show manager, said 
the show is a sellout, with over 300 
sample and display rooms assigned 
at the Hotels Statler Hilton and 
Sheraton Plaza. Other lines will be 
displayed in sales offices of the city’s 
shoe district. 

Mr. Field is executive vice-presi- 
dent of the New England Shoe and 
Leather Association, which sponsors 
the show for volume buyers who 
must obtain their spring lines early. 


Interior walls of the mahogany- 
paneled, carpeted van will display 
Process 82 footwear of every type, 
made in affiliated plants in many 
countries. 

Earl W. Mashburn, vice-president 
of Ro-Search operations in the U. §., 
will accompany the van to demon- 
strate and explain the 
manufacturers. 

First on the itinerary is a trip to 
New England where, the Ro-Search 
spokesman said, several manufac- 
turers have “expressed interest.” 


process to 


U. S. Rubber Co. Hires 200 
For New Fabric Shoe Unit 


WOONSOCKET, R. I.— United 
States Rubber Company has been 
hiring an additional 200 workers 
at its Woonsocket plant to put a 
new fabric shoe production unit 
into operation. 

According to General Supt. 
George J. Maury, the new unit was 
to begin operating at midnight 
September 14 with a total of 1100 
employees. This is the highest em- 
ployee total at the plant since 
1956. 





Commonwealth Traces Its H istory in Catalog 


WHITMAN, MASS.—A special 
section of the elaborate fall and 
winter catalog of Commonwealth 
Shoe and Leather Company is de- 
voted to an interestingly written his- 
tory of the firm, which this year 
celebrates its 75th anniversary. 

Charles H. Jones, Sr., Common- 
wealth’s founder, was an experienced 
shoeman years before the company’s 
incorporation in 1884, the article re- 
lates. He began his career in 1870 
as a $2-a-week employee of the old 
firm of Henry & Daniels Company. 

Nine years later he bought the 
factory and in 1881, with the finan- 
cial assistance of his friend, the late 
Henry B. Endicott, established the 
Charles H. Jones Company. Three 
years later Commonwealth was born. 

During the early years of the 
company it was established trade 
practice for manufacturers to sell 
their output to jobbers who, in turn, 
distributed the shoes to retailers. 
One of these jobbers, Smith & 
Stoughton (which owned its own re- 
tail outlets), became associated in 
1900 with Commonwealth, buying 
and distributing Commonwealth 
shoes. It was at this time that the 
company acquired the trade name 
Bostonians. 

Four years later, breaking with 
tradition, Commonwealth undertook 
to sell its shoes directly to retailers. 
This new policy paid off so hand- 
somely that in the years between 
1909 and 1917, the company’s busi- 
ness quadrupled in size. 

Next important development was 
the acquisition of direct ownership 
of retail stores and departments in 
many parts of the country. This was 
followed in 1947 by the formation 


of the Bostonian Shoe Sales Corpo- 
ration as a division of the parent 
company under the direction of a 
vice-president. 

Today, in addition to Bostonians, 
Commonwealth’s branded lines in- 
clude Mansfields, Footsavers, Bosto- 
nian Jrs., and Dr. Locke. Three fac- 
tories are in operation: the main fac- 
tory in Whitman, a large branch 
plant in Gardiner, Me., and one de- 
voted to the manufacture of mocca- 
sins and casuals in Freeport, Me. 

Charles H. Jones, Sr., relinquished 
the presidency to his son, Paul 
Jones, Sr., in 1930, but continued as 
chairman of the board until his death 
in 19388. Since 1949 Charles H. 
Jones, Jr., has been president and 
Paul Jones, Sr., chairman. The third 
generation is represented by Paul 
Jones, Jr., assistant to the vice- 
president in charge of manufactur- 
ing, and Charles H. Jones, III, a 
member of the sales staff. 


New Line with 13/8 Heels 
Introduced by Rockingham 

NEWMARKET, N. H.—A _ new 
and expanded line of heeled shoes 
has been introduced by Rockingham 
Shoe Company here under the name 
“Beau Reve.” The new group of 
shoes will all carry 13/8 heels. 

According to Jack A. Intrater, 
sales manager, the Beau Reve line 
will be in full swing for spring and 
summer 1960. The shoes will use a 
newly-designed box featuring light 
blue and dark blue, with the line 
insignia, a white French poodle dog, 
shown in white. The slogan “For 
Niceness in Shoes” is incorporated 
in the box design. 





Supply Show Dates 


New dates have been set for two 
major industry shows, and a new site 
for one of them: 

© Leather Show: December 17-18 at 
the Statler-Hilton Hotel, New York, a 
new location. 

@ Allied Shoe Products Show: De- 
cember 15-18 at the New York Trade 
Show Building. 











Construction Is Underway 
On Brauer Bros. Subsidiary 

ST. LOUIS—Ground was broken 
recently for Seymour Shoe Com- 
pany, Brauer Brothers Shoe Com- 
pany’s new subsidiary factory at 
Seymour, Mo. 

The 20,000-square-foot air-cond:- 
tioned aluminum building undex 
construction will have a daily plant 
capacity of 1600 to 1800 pairs of 
Paradise Kittens or Kitten-ettes 
shoes. 

Roy F. Sundling, president of 
Brauer Brothers and also president 
of the new Seymour Shoe Company, 
said at ground-breaking ceremonies 
that the new subsidiary “is a vitai 
part of Brauer Brothers’ continuing 
expansion program.” 


Granite State Builds Addition 

BERLIN, N. H.—Granite State 
Rubber Company, sport shoe manu- 
facturing firm, has begun building a 
$165,000 plant addition. Completion 
is scheduled for December. 


The project will add 30,360 square 
feet to the company’s manufacturing 
space, making a total of 100,000 
square feet. The company will spend 
about $175,000 on the installation of 
new machinery and equipment. 
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Justin Reproduces 1879 Boots, 
Batters Them to Give ‘Age’ 


FORT WORTH, TEX. — Roger 
Souder, production manager for Jus- 
tin Boot Company here, received a 
tough assignment: reproduce a pair 
of Justin boots from 1879. 

Then, when the 15-inch-high boots 
were completed — and authentic in 
every detail—Mr. Souder got an even 


Justin 1879 boots, as reproduced for 
movie, are shown before and after "ag- 
ing" treatment to give authenticity. 


tougher assignment: to make the 
boots look 80 years old, he had to 
virtually destroy them. 

The boots were made for use in a 
company movie called “The Justin 
Story,” depicting the firm’s history. 
Justin is currently observing its 80th 
anniversary. 

Mr. Souder’s production staff 
took the vintage-1879 boots through 
60-odd steps of manufacture before 
starting the sudden “aging” process. 
The latter consisted of burning holes 
in them with an emery wheel, beat- 
ing them, having them slogged 
through mud and, finally, dragging 
them behind a tractor on the Souder 
farm at Everman, Tex., for five 
hours. 

When all this was done, Mr. Souder 
turned over the boots to the movie- 
makers. Now the film is being of- 
fered for showing to groups. 


Placed on Government’s List 


BOSTON—The B. B. Chemical 
Company, Cambridge, Mass., and the 
United Shank and Findings division 
of United Shoe Machinery Corpora- 
tion, Whitman, Mass., have been 
placed on the acceptable suppliers’ 
list of the U. S. Military Clothing 
and Textile Supply Agency. B. B. 
Chemical received approval for its 
Gem Duck line of webbings and tape 
used as insole materials, and United 
Shank and Findings for its lines of 
steel and combination shanks. The 
approval means that the footwear 
components in question meet gov- 
ernment specifications. 
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Marketing Experts to Talk 
NEW YORK—Four industrial ad- 
vertising and marketing authorities 
will speak at the Advertising Re- 
search Foundation’s annual confer- 
ence September 25 at the Waldorf- 
Astoria. They will address a session 
on industrial advertising measure- 
ments. The four are Harry W. Bar- 
row, assistant advertising manager 
of The Dow Chemical Company, ses- 
sion chairman; John E. Kofron, re- 
search director of Chilton Company; 
Edgar Gunther, market research di- 


rector, Fortune magazine, and Mal- 
colm A. McNiven, advertising re- 
search manager, E. I. du Pont de 
Nemours & Company, Inc. 


Mothers Help Select Carton 


ST. LOUIS—To select a carton 
for its Wee Walker Super Deluxe 
line of infant shoes, the Moran 
Shoe Company of Carlyle, IIl., sub- 
mitted 15 designs to 500 young 
mothers. The box chosen is soft 
blue, yellow and pink and pictures 
baby lambs. 
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Lane Bros., Boston Wholesaler, Marks 50th Birthday 


BOSTON—One of the best known 
wholesale shoe houses in the East, 
Lane Brothers Company of Boston, 
this year is celebrating its 50th an- 
niversary. 

Now operated by two sons of one 
of the founders, the firm is believed 
to be one of the oldest shoe com- 
panies in the country still under the 
management of members of the 
founding family. 

Lane Brothers Company 
ganized in 1909 by Edgar C. 


was or- 
Lane 


and a brother, George T. Lane, both 
of whom had had prior shoe whole- 
saling experience. A few years later 
they were joined by a third brother, 
Winfield A., also an _ experienced 
shoeman. None of the three sur- 
vives. The last, Winfield Lane, died 
August 20 (see obituaries). 

The company is now managed by 
Edgar C. Lane, Jr., president, and 
Stanley M. Lane, treasurer. 

Over the years a wide variety of 
footwear lines has been added to 


~ today’s best shoe value-- 
with delivery when you 


want them? 


Shaw has always offered quality men’s shoes, 
priced in the volume range where retailers and 
consumers alike look for a sensible price and 
REAL VALUE! Retailers know they can depend 

on Shaw for these things, plus delivery of 


RUSS 


HANDSOME TWIN SWIRL pattern, beautifully 
finished black leather, three-eyelet raglin Blucher, 
leather quarter lining, right and left quarters, 
twill vamp lining, steel arch, Nuclear outsole, 
rubber heel, on our No. 15 Combination last. 
IN-STOCK to retail profitably at $10.95-11.95. 


shoes when they want and need them! 


Our unique Trade Builder way of 
supplying you with OVERNIGHT serv- 
ice from the over 60 Shaw dis- 
tributors in every section of the 
country, gives you low invento- 
ries and high profits and 
SHOES WHEN YOU WANT 
THEM! Regular NATIONAL 
ADVERTISING in leading 
men’s magazines pre-sells 
your customers for you — 
makes your selling job 

that much easier. 


Perhaps you too would 
like to join the constantly 
growing list of Shaw re- 
tailers, who are enjoying 
steady sales at good 
mark-up, and building 
their business on Shaw 
quality and service! 


NATIONALLY ADVERTISED 


POPULAR 


comfort shoes. 
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MECHANICS 


“Over 38 Years of Quality Shoemaking” 
M. T. SHAW, Inc., Coldwater, Michigan ~ 
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serve retailers in New England and 
New York State. The company 
stocks its own branded lines of 
juvenile footwear, women’s sports, 
flats and casuals, men’s casuals and 
house slippers. 

In addition, 
four nationally 


the firm distributes 
advertised lines: 
lightweight rubbers made by the 
Tingley Rubber Company; Totes 
made by the So-Lo Marx Company; 
the Tred-Lite line of the Cambridge 
Rubber Company, and Rain Dears 
made by the Lucky Sales Company. 

Lane Brothers Company is said to 
be the second largest distributor of 
Tingley rubbers in the United 
States. 

All lines carried by Lane Brothers 
are sold by a staff of eight full-time 
salesmen. In addition, two sideline 
salesmen carry the company’s slipper 
line, one in parts of Pennsylvania, 
the other in Arizona. 


New Plant for North Carolina 


MT. GILEAD, N. C.—A $300,000 
footwear manufacturing enterprise 
to be known as Gro-Rite Shoe Com- 
pany will begin operations near here 
early in 1960, it was reported. A 
Mt. Gilead businessman, Branson 
McCrae, will hold the majority of 
stock in the company. 

The new firm will start with some 
100 employees in a renovated build- 
ing at Wadesville, five miles north 
of here. Additions are being con- 
structed to house the necessary ma- 
chinery, and equipment will be 
moved into the plant late this year. 

A spokesman for Wellco-Ro- 
Search, Waynesville, N. C., said the 
new factory will use Ro-Search 
“Process 82” vulcanizing equipment 
in making children’s shoes. Mr. 
McCrae borrowed Wellco’s new ‘“mo- 
bile showroom,” which contains 
model vulcanizing equipment, to 
demonstrate to Wadesville towns- 
people the nature of the new indus- 
try. 


60 Dyes in ‘Evangeline’ Line 

NEW YORK—For the dyeing of 
fabric shoes, Knomark, Inc., is offer- 
ing 60 primary colors in the Evan- 
geline Dyes it manufactures as part 


of the Esquire line. These colors 
may be diluted to produce 180 dif- 
ferent shades —and to match any 
unique fall color—company officials 


Say. 
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NSFA Group Studies Dyeing _ Ball Club’s Testimonials Keynote Weyenberg Promotion 


And Tinting of Shoe Fabrics 


NEW YORK—The National Shoe 
Fabric Association has started a 
comprehensive study of the dyeing 
and tinting of shoe fabrics and fab- 
ric shoes. Objective is to improve 
current dyeing methods and help the 
footwear manufacturer and retailer 
solve their dyeing problems. 

Results of the research project 
will be published in booklet form 
early this fall and _ distributed 
throughout the shoe industry. 

According to NSFA, the study will 
embrace all aspects of dyeing and 
tinting including the chemical ef- 
fectiveness of dyes, proper methods 
of applying dyes, of combining, shoe 
construction, cleaning and shoe han- 
dling. 

The committee heading the project 
comprises Frederick N. Kite, Win- 
dram Manufacturing Company, Bos- 
ton; Joseph E. Settino, Continental 
Textile Corporation, Boston; Charles 
I. Rockmore, Charles I. Rockmore, 
Inc., Brooklyn; Victor Newman, 
Oriental Textiles, New York, and 
Dan Benjamin, Gitterman & Com- 
pany, New York. 
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featuring REPLACEABLE SEAT CROWN 


There’s no need to re-upholster or replace an entire chair 
when it’s Royal, with replaceable seat crown—a feature 
typical of the fine in-use engineering that’s built into all 


CHAIRS IN GANG Model 775-G (shown) also have wall- 
saver rear legs, self-locking glides, comfortable Flex-Spring 
seats, and ventilated metal seat pans. Square-tube construc- 
tion. Long-lasting satin finish. Choice of upholsteries and 
colors. Matching chairs, stools, settees, too. Write today 


ROYAL METAL MANUFACTURING COMPANY 
One Park Avenue. New York 16, Dept. 6-1 


MILWAUKEE—Weyenberg Shoe 
Manufacturing Company is_ the 
proud possessor of testimonials from 
the entire Milwaukee Braves base- 
ball team. 

According to company officials, 
their product is the first since 1933 
to gain the endorsement of an en- 
tire big league ball club. The team’s 
testimonial will spearhead Weyen- 
berg’s national and local advertising 
for fall, which includes a_ baseball 
contest promotion. 

A company spokesman said the 
entire promotion is timed to tie in 
with the rising public interest in 
baseball as the season ends and 
World Series time approaches. Al- 
ready the September 7 issue of 
Sports Illustrated has carried a full- 
page Weyenberg ad _ headlined 
“Every man on the Braves team 
wears Massagic Air Cushion Shoes.” 
Copy includes a testimonial from 
Braves’ catcher Del Crandall. 

A page ad in the Milwaukee Jour- 
nal featured the team and listed 50 
Weyenberg dealers in Wisconsin. 

To stimulate interest among re- 
tailers, the company is offering 


$2000 in prizes for answers to base- 
ball questions. Top prize: a color 
TV console. 


Beacon Falls Footwear Gets 
Art Linkletter Endorsement 


BEACON FALLS, CONN.—Foot- 
wear products of Beacon Falls 
Rubber Company will carry the en- 
dorsement of veteran television 
master of ceremonies Art Link- 
letter. Mr. Linkletter, who has 
gained recognition as an authority 
on children, has become associated 
with the company in an advisory 
capacity, officials said. 

Mr. Linkletter is the star of “Art 
Linkletter’s House Party’’ and 
“People Are Funny,” national TV 
shows. 

Beacon Falls has made available 
to dealers a package deal which 
includes an ad in Life, window 
streamers, counter cards and news- 
paper mats plus a special carton. 

Official “Grips” Girl Scout and 
Brownie oxfords, made by Beacon 
Falls, are currently seen on the 
“House Party” program. 
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styled for every shoe 


FITALL . . . styled for 
sales, priced for profit 
and sized for men’s, 
women’'s....and 
children's shoes. 


plastic handle. 


Order your Fitall Shoe 
Trees today. Suggest- 
ed Retail from $2.25 





Smoke Color for Fall 
Promoted by I. Miller 


NEW YORK—A new promotion 
color called Pale Smoke was intro- 
duced when I. Miller Salons told its 
fall shoe story at a press showing 
here. 

Other fall highlights: a dyeable 
white suede, a “more shoe” look, 
European influence, new toe charac- 
ters, a glove-like look and fit, and a 
new special order service. 

Pale Smoke is an exclusive grayed 
beige in aniline calfskin and also in 
alligator. An entire smoke family 
has been developed in smoke-washed 
tones of brown, green and gray 
which blend with most of the cos- 
tume colors for fall. 

Color 4 la Carte is the name for 
a new idea in custom shoe coloring. 
A white suede developed by Amal- 
gamated Leather Companies, Inc., 
can be dyed any one of 30 colors. 

The dyeing takes four days. Three 
pumps will be featured in this new 
leather on three different heel 
heights: the Perfect Pump on the 
Femata last (21/8), the La Vie last 


(19/8) or on the Galleria last 
(23/8). 

Another innovation is the special 
order collection of select trend de- 
signs available on a year-round ba- 
sis. The designs will be by I. 
Miller, David Evins, Millerkins, In- 
genue and Mario Valentine, the last 
in a group of Italian imports. 

Fashion-conscious women will now 
be able to have new styles well in 
advance of their appearance in the 
stores. Or they may order a style 
that will never be in the stores’ reg- 
ular stocks. 

The “more-shoe” look at I. Miller 
comprises a group in unlined leath- 
ers—suedes, subtle textures and 
waxy finishes; comfortable thicker 
soles for walking, with rubber the 
newest; extended soles and wheeled 
edges; stacked leather heels and 
slightly heavier covered heels; 
“middling” heels from 10/8 to 20/8; 
lacings and ties, simulated or func- 
tional; heeled and flat-heel boots for 
country and city; spectators in 
classic and current variations. Ex- 
amples of this new look are the In- 
genue Oxford and a Millerkins rub- 
ber-soled spectator. 
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The custom look in European 
shoes is represented at I. Miller by 
a group of shoes designed by Mario 
Valentino for I. Miller and made 
here, and a simple featherweight 
pump made by Valentino and im- 
ported from Italy. From David 
Evins there is a collection of shoes 
made here of handcrafted French 
uppers. 

The I. Miller attitude toward toe 
shapes is that the “smartest look is 
the shoe that looks best on your 
foot.” While the firm says that the 
trend continues toward the ovalled, 
flattened toe, the most important 
current fashion is still the tapered 
toe. A new last is Famata Petite, 
an oval toe on an 18/8 heel. French 
Look II, presented last spring, is 
continued into fall as the high-heel, 
ovalled-toe last. An oval toe is news 
in the Millies Collection. 

For evening the trend is toward 
“understated” styles as the right ac- 
companiment to the very rich fab- 
rics in evening clothes. Satin is very 
much liked. An unusual style is a 
fine gold mesh with green satin tip, 
foxing, collar and heel covering. 
Satin is used often in these shoes in 
both brilliant and muted colors. 
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A QUALITY POLISH AND DRESSING 
FOR GOOD SHOES FOR MORE 


Your Clientele Deserves It 


SALOMON & PHILLIPS 
New York 16, N. Y. 
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July Output at 51.4 Million 
Pairs, Up 12% from Last Year 


WASHINGTON, D. C.—Footwear 
production in July reached 51.4 mil- 
lion pairs, an increase of 12 per cent 
above the 46.1 million pairs manu- 
factured in July 1958, according to 
the Census Bureau. Compared with 
the 53.4-million-pair production for 
June 1959, the figure is down 4 per 
cent. 

(In New York the National Shoe 
Manufacturers Association esti- 
mated August output at 51.6 mil- 
lion pairs — 2.4 per cent more 
than last year, when August produc- 
tion reached 50.4 million pairs. Based 
on NSMA estimates, shoe produc- 
tion in the first eight months of this 
year totaled 429.1 million pairs, an 
increase of 11.2 per cent from 1958.) 

The Census Bureau gave this 
breakdown of July 1959 output: 

Men’s dress and play shoes: 6.3 
million pairs, down 11 per cent from 
the 7.1 million pairs for June but 12 
per cent higher than the 5.6 million 
pairs for July 1958. 

Women’s dress and work shoes: 
16.5 million pairs, an increase of 6 
per cent over the 15.5 million pairs 


Salesmen and executives of Stetson Shoe Company, South Weymouth, Mass., 
attended four-day —s at which spring styles were presented and sales 
plans discussed. Seated (left to right) are James A. McKee, New York City 
and Mid-Atlantic states; Jack M. Laster, Southwestern states; John T. Heald, 
vice-president; Stanley W. Merrill, New England and New York State; Warren S. 
Lane, vice-president in charge of sales, and Leo M. Folan, Florida and South- 
eastern states. Standing (from left): Walter B. Morrison, credit manager; John 
K. Hambene, Chicago and Midwest; Howard L. Oefner, Central states; Lloyd L. 
Lingel, Pacific Coast; Roland H. Haviland, advertising manager; Arthur H. Vinal, 
assistant treasurer-director of retail shops; Leonard E. Roberts, sales department. 





Richard E. Guggenheim, an offi- 
cer of the United States Shoe Cor- 
poration, has been appointed the 
first chairman of the Ohio Civil 
Rights Commission by Gov. Michael 
V. DiSalle. 


for June and a 10 per cent increase 
over the 15.1 million pairs made in 
July 1958. 

All other footwear: 7 per cent 
below June 1959 and 13 per cent 
higher than in July 1958. 





IMMEDIATE DELIVERY 


professional model 


SQUARE 
DANCE 
SHOES 


@ Soft glove leather 

@ Colorful print lining ES 

@ 45” lace elasticized binding 3 
for snug fit a 

@ Flexible chrome sole 

@ Built-in wedge 

@ Outside oak leather lift 


@ Black, white, red 
(Pink and blue to order) 


© Sizes 4-10. Narrow & 
medium widths 


7 


| Also tapered toe 
last on request, 
i in-stock 

| 


BERNED SHOE CO. + 207 ESSEX ST., BOSTON 10, MASS. 


E rae sesame eam oem 
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Keep Your House Well Stocked. . . 
. . . for winter sales with Quoddy’s hottest moccasin—Double 
Deerskin. Fold it, twist it, roll it—Double Deerskin always 
snaps back because it’s crafted of supple, top quality deerskin. 
We call it Double Deerskin because it’s Deerskin inside and 
out for “double” value, satisfaction. Foam innersole makes 
walking feather-soft. With or without flexible chrome sole. 
Also pile lined. 

TIME T00, TO CHECK YOUR SHEEPSKIN LINED MOCS 

ASK ABOUT OUR HUGE STOCK IN ALL STYLES, SIZES 


For pictures, QUODDY MOCCASINS 
prices, write Portland 3, Maine 


35 PAIR 


Net F.0.B., Boston 





EOE aa 
RENE 





Personnel 





ALBERT LERMAN 
Basco President 


BEN PECK 
Woh! Executive 


Promoted... 


Albert Lerman, from vice-presi- 
to president of the Boston 
Athletic Shoe Company, Cambridge, 
Mass. Irving Isenstadt, to vice- 
president in addition to his present 
post as sales manager. Lawrence 
S. Cohen, to vice-president. 

Dr. Sheppard A. Black, Dr. Fitz- 
hugh W. Boggs, Dr. Philip D. Brass 
and Dr. Eugene M. McColm, to po- 
as research associates at 
States Rubber Company’s 
research center, Wayne, N. J. 

Victor Voron, from head of pro- 
duction to coordinator of produc- 
tion, manufacturing and expedit- 
ing for Dismar, Inc., Philadelphia 
display firm with clients in the 
shoe business. Fred Levinson has 
been named assistant to Mr. Voron, 
and Waldron Myers has become 
manager of the company’s printing 
division. 


dent 


sitions 
United 


Appointed... 


Ben Peck, as general merchandise 
manager for all retail divisions for 
Wohl Shoe Company, St. Louis, a 
newly created post. He will coordi- 


JACK M. SCHULTZ 
Succeeds Peck 


KENNETH LANE 
Fashion Director 


nate the four retail divisions, wo- 
men’s better-grade, women’s popu- 
lar- price, children’s and men’s, 
while the family shoe store division 
continues under Vice-President Jay 
Straus. Jack M. Schultz succeeds 
Mr. Peck as merchandise manager 
of the women’s better-grade divi- 
sion. 

Lou Sabadie, as divisional sales 
manager for Wohl Shoe Company’s 
Jacqueline - Connie - Paris Fashion 
division, succeeding Tom Gardner, 
who has taken over a field assign- 
ment. Mr. Sabadie formerly headed 
the company’s Wohl Plan, which 
has realigned operations with Les 
Zerman as supervisor of the eastern 
section, Les Sherman, supervisor of 
the western division. 

Kenneth Lane, as fashion director 
of Christian Dior Shoes, New York, 
a Genesco division. He was for- 
merly fashion coordinator for Del- 
man. 

Miss Grace Kent, as a consultant 
for Customcraft Shoes by Schwartz 
& Benjamin, Inc., New York. She 
will direct fashion promotion, ad- 
vertising, publicity and public rela- 
tions. 


EUGENE SULTAN 
Joins Rockingham 


GRACE KENT 
Named Consultant 


Eugene Sultan, as sales represen- 
tative for Rockingham Shoe Com- 
pany, Newmarket, N. H., covering 
the New York City and northern 
New Jersey areas. He will carry 
the Beau- Ties, Beau- Teens and 
Beau-Reve lines. 

Ernst P. L. Krippendorf, as as- 
sistant general superintendent of 
the Beverly, Mass., factory of 
United Shoe Machinery Corpora- 
tion. He will continue as superin- 
tendent of manufacturing. 

Harry Jewell, as sales-service en- 
gineer for leather finishes at 
Thompson and Company, Oakmont, 
Pa., near Pittsburgh. 

Richard Williams, as a member 
of the leather department of Geigy 
Chemical Corporation, Ardsley, 
N. Y. He will be responsible for 
product development of auxiliary 
chemicals for tanning. 


In Business ... 


David L. Smith, as co-owner of 
Rich Therapedic Shoe Laboratories, 
Inc., New York, makers of custom- 
built molded shoes. He will be in 
charge of sales and merchandising. 





Gold Seal Rubber to Award 
3 Autos in 1960 Promotion 


BOSTON — Three Lark automo- 
biles will be awarded next summer 
to the winners of a contest spon- 
sored by the Gold Seal Rubber Com- 
pany, it has been announced by 
Sidney Shapiro, Gold Seal president. 

One car is earmarked for the re- 
tail dealer who installs the best win- 
promoting the company’s line 
of canvas footwear. Another will be 
given the customer who submits in 
writing the best reason for liking 
the line. The third will go to the 


dow 


100 


store salesman who sold the winning 
customer. 

The contest, billed as part of a 
country-wide promotion known as 
the 1960 Gold Seal CAR-nival of 
Values, opens next spring and con- 
tinues until the end of the canvas 
footwear selling season. Winners’ 
names will be announced in July. 

The national promotion includes 
advertising in Good Housekeeping, 
Parents’ Magazine and Sports Illus- 
trated, and television advertising on 
the “Beat the Clock” show. In ad- 
dition participating stores will be 


offered a wide variety of dealer 
helps—free window and in-store re- 
productions of the Lark sports se- 
dan, newspaper and radio materials 
for local use and a complete pub- 
licity kit. 


Represent Gerberich-Payne 

MT. JOY, PA.—Harold J. Kilduff 
and Associates have been appointed 
to represent Gerberich-Payne Shoe 
Company, Mt. Joy, Pa., in Florida, 
Georgia, Alabama and the Caroli- 
nas. They replace the late Richard 
E. Garnett. 


Boot and Shoe Recorder 





Industry Contributions Swell 
Johnson Scholarship Fund 


ENDICOTT, N. Y.—Individuals, 
companies and workers’ groups in 
the shoe and leather industry have 


contributed $10,000 to a scholarship | 


fund in tribute to the late Charles F. 
Johnson, Jr., board chairman and 


former president of Endicott John- | 


son Corporation. The famed shoe 
executive died August 9. 

Income from the fund, which was 
started before Mr. Johnson’s death 


and previously grew to $3,884, bene- | 
fits students at Harpur College, En- | 


ORTHOPEDIC FOOTWEAR 
_TARSO SUPINATOR SHOES® 


dicott, a liberal arts institute of 
New York State University. Mr. 
Johnson in 1950 became the first 
chairman of the Harpur College 
Council when the former Triple Cit- 
ies College of Syracuse University 
became Harpur. He had been a 


member of a citizens’ group seeking | 


the new status for the college. Later 
he was a founder and first president 
of the Harpur College Foundation. 


Charm Step Division Names 
Salesmen for South, Texas 

NASHVILLE, TENN.—Genesco’s 
newly formed Charm Step division 
has named sales representatives to 
carry its popular-priced women’s 
line in the South and part of the 
Southwest. National distribution is 
planned later. 


Salesmen and their territories | 


are: Frank Martin, Virginia and 


upper North Carolina; Pete Hamlet, | 


North Carolina and upper 
South Carolina; Henry Kee, lower 
South Carolina and north Georgia; 
Howard Johnson, west Kentucky 
and west Tennessee; Sonny Kellam, 
east Tennessee and east Kentucky; 
Hugh Spiegel, Alabama; John Har- 
ris, Florida; James Coggin, Missis- 
sippi; James Harper, Arkansas and 
Louisiana; Herbert Johnson, north 
Texas; Ed Temple, south Texas. 


lower 


Large New Saco Tannery 
Begins Operations in Maine 

SACO, ME.—Saco Tanning Cor- 
poration, which bills itself as the 
“world’s finest and largest tan- 
nery,” has begun operations here 
although still in process of comple- 
tion, 

Daniel Turkanis, president, said 
hides have already been started on 
initial processing and the pace will 
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Where to Buy 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 














BOX HANDLERS 





—for weak or flat feet— 

. prescribed by doctors 
as the modern corrective 
shoe for children. 


((y) Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway ® Yonkers, N. Y. 


MERCHANTS’ NEEDS 











ADVERTISING 


Clippings 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


& 
2. Vincent Edwards Idea Clipping 


Service 
Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


* 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 


342 Madison Ave. 
New York City 











be stepped up as facilities are com- 


pleted. Plans call for the hiring of 
400 to 500 workers within the next 
three months. 

First two hides to come off the 
production line were to be pre- 
sented to officials of Saco to com- 
memorate opening of the new plant. 

The tannery building will oc- 


Will LONG ARM* 
The efficient box hendier 
QUICKER, EASIER, SAFER 


YOU 


toads Mork 


_ Believe 
ME 


When | tell you that 

Long Arms handle. shoe 

boxes on high shelves 
tag a Easier, Safer 

| than by any other meth- | 

| od? Of you can return | Vorented 

them. Long Arms with 

| handle lengths 24"', 36", 48", 60", $3.50; with 72" 

| handles, $4.50. Postage prepaid in USA. Specify 

| handle length desired and if for Men's or 

| Women's boxes. Your jobber or 

| 


Se 




















| CARL BEEMAN 
| Cedar Heights Rd. Stamford, Conn. 


| JOBS 


Everyone Who Knows Comes to BARIS 


SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


B A a | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y. 7 + WO 2-5180 


For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 











Lowest Prices 


Largest Stocks All Price Ranges 


Fine SFectwear 
MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 








MA 1-3663 


cupy some 500,000 square feet of 
space and will eventually be used 
to produce 25 million feet of shoe, 
handbag and garment leather an- 
nually, Mr. Turkanis said. 





Classified and Want Ads 


WANTED TO PURCHASE 


KELLY PAYS TOP PRICES 








DISPLAY WANTED TO PURCHASE 


PRICE TICKET HOLDER 











Original Plastic Made in 
Gold, Silver, Clear 
$36.00 Gross Half Gross $18.00 
CAMERON COMPANY DISPLAYS 
500 Echo Lane Glenview, Illinois 














FOR LEASE 





CLOSE OUTS 


1603 South Michigan Ave. 
Phone or Wire Collect 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 








LEASED 
SHOE DEPARTMENT 


A fine shoe dept. with excellent 
first floor location will soon be 
available in large volume medium 
to better ladies’ and children’s 
specialty shoes. Seek widely ex- 
perienced and well capitalized in- 
dividual or aggressive Chain op- 
eration. Excellent proposition for 
right party. 

Write: Mr. Lawrence A. Mayerfeld, c/o Newman's 


22 Se. Michigan Street 
South Bend, Indiana 














WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 


BUSINESS OPPORTUNITY 

















HELP WANTED 








ATTENTION! 
SONS OF SHOE STORE 
OWNERS IN U.S.A. 


Would you like to go to Germany? 
I would like to go into a U. S. A. shoe 
store for one year and sell shoes; 
staying with the family for this time, 
with or without pay, on exchange 
basis with son of shoe store owner 
for the same time in Germany, with 


own room in villa. 
KLAUS SCHREIBER, 
Rodgen-Siegen (Westf), Gewannweg 26, 
GERMANY 





OPPORTUNITY 
SALES EXECUTIVE 


Old Line Company Plans to Ex- 
pand their In Stock Line of 
Men’s Shoes with an exclusive 
feature. Opportunity for man 
capable of expanding and head- 
ing sales organization. All in- 
formation will be held in strict 
confidence. 


LOCATE YOUR NEXT 
STORE IN CHICAGO 


Choice Location Available in the 
heart of Chicago's busy Madison- 
Pulaski (Crawford) business district. 
2 lge dept. stores and America’s lead- 
ing chain stores are your nabors. 
A rare opportunity awaits you as 
there seldom is a vacancy in this 
area. Act now. Consult 


MILTON H. CALLNER & CO. 
209 No. La Salle Street 
Chicago | ST 2-4600 | 


CLASSIFIED ORDER BLANK 


ADVERTISING RATES 
UNDISPLAYED BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 


20¢ a word 
Philadelphia 39, Pa. 














FACTORY MANAGEMENT 








HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 
Specialists in Leather Saving, cutting 
control, and all shoe management 


Reply to Box 610, BOOT & SHOE RECORDER 
problems. 


Chestnut & 56th Streets, Philadelphia 39, Penna. 

















Minimum (18 words). .$3.60 
Box number, extra. ...$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 


$14 per inch 

Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 

Is payable in advance 


Here is my want-ad: 

















Enclosed is Check 0 


Please check it box No. is Wanted [] Money Order 1 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


CASH 


TOP_ PRICES 


me SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 





Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 


write, wire or phone immedi- 
ately. 
Write or wire for fast ac- y 


PLEASE DON'T Scmes's andl cRitdees's sheen 1215 Washington Avenue 
CAUSE AUNT JENNIE IS JEALOUS 


St. Louis 3, Mo. 
UNCLE Louis Camitta & Son 


Tine Fectwear FOR OVER 43 YEARS CE. 1-4898 CE. 1-8762 
91 Reade St., N. Y. C. 


MOSINGER - COHN 


1235 Washington, dt Lo 


Quality Shoes Since '32 
“While in Town See Weil’’ 





WOrth 2-5063 

















Willa BARIS BUYS for CASH ZZ 
— decision on your offers of discontinued and 
e A & } S$ surplus men's, women's and children's shoes. 
THE NATION'S FINEST 


Also — stores considered 
GANOCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


at a ° mt. 8! Ae ° LB 


 UHYVHJHTH}}TTL: 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 


= 








TOPPS PAYS THE TOPS 
WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 














UNion 3-6413 

















WE PAY MORE focause WE ARE RETAILERS 


WE 








BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. 


146 DUANE $T., 0%. V.¢ 


Ivanhoe 1-9830 














M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 

Phone or wire LEASES ASSUMED S$ 
ssi YOUR NAME PROTECTED 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 No. 4th St. 
Phone: 


B. &R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2.6358 va vooecwa sage © 
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Classified and Want Ads 





SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 








BRILLIANT BROTHERS COMPANY 


190 Lincoin Street 

Boston 11, Mass. 
National Distributor Men’s Popular 
Price Dress and Work Shoes—ex- 
clusive or side-line. Territories: 
Louisiana, Mississippi; Washington, 
Oregon; Kansas, Missouri, Ne- 
braska, Iowa. Enclose resume and 
references. 


SALESMEN WANTED 


Complete Line of Children's Shoes. 
Pre-Welts, CEMENTS and BON 
Welts. Sizes | Infants’ to 3 Misses. 
Territories open: Ky., Indiana, 
Ohio, Okla., Texas, lowa, Kans. 
and Mo. Reply with details, ref- 


erences. 
THE KEPNER-SCOTT SHOE CO., Inc., Orwigsburg, Pa. 














fidential. 





SALES OPPORTUNITY 


The H. C. Godman Company has an opening in the North Carolina, South Carolina 
and Virginia territory for an experienced salesman. Excellent opportunity to repre- 
sent well-known manufacturer of Women's and Girls’ Popular Priced Shoes. Entire 
Line backed by efficient in-stock service. Write complete details. 


THE H. C. GODMAN COMPANY, 46 E. Fulton Street, Columbus 16, Ohio 


All replies con- 








SALESMAN WANTED, WISCONSIN 
AND UPPER MICHIGAN territory. Factory 
connected; In-stock Growing Girls’ and Chil- 
dren’s Shoes. 7% commission. Small following 
HIGHLAND SHOE CO., Akron, Pa 


MANUFACTURER OF WOMEN’S POP 
ULAR PRICE COMFORT SHOES (in-stock 
ind make-up), interested in salesmen now call- 
ng on retail trade Excellent sideline Age 
10 barrier. Following territories open: New 
York City and surrounding territory; Philadel 
phia and Surrounding States; Chicago, North- 
ern Illinois, Wisconsin and Minnesota; and en 
tire West Coast. If interested in other terri 
tories, will consider Commission basis. Reply 
to Box 615, Boot ann Suor Recorper, Chest 
nut & S6th Streets, Philadelphia 39, Penna 


NATIONAL DISTRIBUTOR MEN’S 
DRESS AND WORK SHOES; exclusive terri 
tories: Ohio; Alabama and Georgia; Florida 
With draw account and bonus. Enclose res 
ume; references and Photograph Reply to 
Box 592, Boot anp Shor Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


WELI 


-LL ESTABLISHED CASUAL 
WOMEN’S SHOE FACTORY seeks salesman 
with good connections and Capital for Partner 
ship. Write or phone to: J. H. ZUCKER, 523 
West Sixth Street, Los Angeles 14, Calif 
MAdison 9-2567. 





EXCEPTIONAL OPPORTUNITY! 


With Large Import Concern for Sales- 
men to cover Department 
Variety Stores, Independent Shoe 
Stores in all areas except Metropoli- 
tan New York. Write, giving full de- 
tails, references. 


Box #617, c/o Boot and Shoe Recorder 





FAMILY SHOE STORE, Established over 
30 years. All Standard Brand Lines. Owner 
retiring. RAYMOND E. FRENCH, Herkimer, 
New York. 


FAMILY TYPE SHOE STORE, ESTAB 
LISHED 30 YEARS; 100% location; 36_ foot 
front; very attractive fixtures. Over $125,000 
Volume. Consistently profitable, carrying Na- 
tionally Advertised Brands of quality  foot- 
wear. Located Detroit, Michigan. Will sell 
lease, Fixtures and Stock. Reply to Box 608, 
Boot anp SHoer Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 














SIDELINE SALESMAN WTD. 








5éth & Chestnut Streets, Philadelphia 39, Pa. 








HELP WANTED 


WANTED: EXPERIENCED SHOE RE- 
PAIRMAN Job open after November Ist, 
possible opening before HERZBERG’S, 100 
Broadway, Kissimmee, Florida 











OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear, All 
open territories are well established. 
6% com » plus | Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











SIDELINE SALESMEN WANTED 


Manufacturer of Quality Slippers, Casuals, 
and Beaded Moccasins has some territories 
open for shoe salesmen interested in carry- 
ing a sideline. Large stock for immediate 
delivery. 

MINNETONKA MOCCASIN CO. 
406 Portiand Ave., Mi polis, Mi 














EXCELLENT OPPORTUNITY TO SELL 
ESTABLISHED LINE in South and South 
western States. High commission rate. Write 
or call: Hollywood Shoe Polish, Inc., Rich 
mond Hill 19, N. Y. JAmaica 9-3700. 





MEN'S SIDE LINE SALESMEN 


Line of Popular Priced Men's Shoes with 
exclusive feature to be expanded. Open- 
ings in several sections. All correspond- 
ence will be strictly confidential. 


Reply to Box 605, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 

















TANNER WANTED 


SIDELINE WANTED 





TANNER WANTED: Experienced in Soft 
fanned Leather and Suede Splits. Write giv- 
ing experience and age. Reply to Box 611, 
Boor anp SuHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


104 


SIDELINE WANTED FOR ALABAMA 
AND GEORGIA. Will consider full Line 
Southeast. Experienced. Reply to Box 613, 
Boor anp SHoe Recorver, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


FOR SALE: FAMILY SHOE STORE, 
Volume around $30,000. Located in small com 
munity Northern New Jersey. Reasonable. 
Reply to Box 609, Boot anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, 
Penna. 


WOMEN’S DISCOUNT SHOE SHOP 
located in Chicago suburb. Modern front. Air 
conditioned. $10,000.00 inventory less than one 
year old. Owner has other interests. Reply to 
Box 614, Boor ano Suoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





OLD ESTABLISHED CUSTOM BOOT 
SHOP in Metropolitan New York. Owner re- 
tiring. Reply to Box 618, Boot anp SHoE RE 
corper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 

FAMILY SHOE STORE, VOLUME 
AROUND = $40,000. Located South Jersey. 
Reasonable. Reply to Box 570, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna 





MEN'S SIDELINE 
SALESMAN WANTED 








MEN'S SIDELINE SALESMEN 


Line of Popular Priced Men's Dress and Work 
Shoes with exclusive feature to be expanded. 
Entire Line backed by in-stock service. Open- 
ings in several sections. Replies confidential. 


Reply to Box 612, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














SIDELINE JUVENILE 
SALESMAN WANTED 








Sideline Juvenile Salesman 


Popular Priced Infants’ and 
Children’s Branded Line of “Old 
Pals” shoes. Retail at $3.95— 
$4.95—$5.95. In-Stock. Terri- 
tories open: Tennessee, Ken- 
tucky, Arkansas; Colorado, Wy- 
oming, Utah, Nevada, New Mex- 
ico, Montana, Texas, Oklahoma. 
All correspondence strictly con- 
fidential. 
S. T. Levin 
The H. C. Godman Company 
46 E. Fulton Street Columbus 16, Ohio 














SHOE DESIGNER WANTED 








SHOE DESIGNER 


Opening for experienced Designer for 
Children’s Shoes or Flats. Midwest lo- 
cation. Excellent opportunity. Write 
full qualifications. Strictly confidential. 


Reply to Box #616, Boot and Shoe Recorder, 
4221 Locust Street, St. Louis 3, Mo. 
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Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Acme Boot Company, Inc. .... 

Altschul, Julius, Inc. 

American Girl Shoe Co., 

American Machine & Foundry 
Company, Stitching Machin- 
ery Division 


B. & R. Shoe Co. 103 
Baris Shoe Co., Inc. ...89, 101, 103 
Beebe Rubber Company 50 
Berned Shoe Co. ........ 76, 85, 99 
Boston Athletic Shoe Company 90 
a Division of Allied Kid 
0.; 

Broitman-Gaffin Shoes, Ine. .. 

Brooks, William, Shoe Co., The 78 
Brown Company 75 
Brown Shoe Company. Front Cover 
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CORRAL greater 
profits with... 


GODING 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GOODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





NOW...A SIMPLIFIED CONSOLE PULLER 
FOR SHOES LIKE THESE 


* « 


e Fewer Controls 

e Lower Cost 

e Easier Operation 
e Higher Production 


The United. Pulling Over Machine — Model C— 
presents a new concept of pulling over in a three 
pincer console type machine for flatties, loafers, 
moccasins, ballerinas, and slippers. If your shoes fall 
within this classification, the Model C Puller offers 
operating and production advantages at a low 
machine cost. For further information call your 

local United office. 


Aniied. 
UNITED SHOE MACHINERV CORPORATION 
BOSTON, MASSACHUSETTS 
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MONTICELLO “ 
--- BLEND and BELONG 


In step with the newest and finest suiting 
fabrics, Nunn-Bush Deeptones are a dark, 
luxurious brown. Not only do their rich 

leathers harmonize and belong but their 
superior fit, because of Ankle-Fashioning, 
makes them belong to your foot move- 
ments too! Enjoy these matchless Nunn- 
Bush styles with Continental overtones 
... built to the highest quality standards 


of the shoe industry. 


from > ] Q. 95 
See your local Nunn-Bush Dealer 


NUNN-BUSH SHOE COMPANY « MILWAUKEE 1, WISCONSIN 


Style 2220 


MONTICELLO 
Last j 
First in Quality? 


NUNN2¥ BUSH 


ANKLE-FASHIONED SHOES 


Style 2218 
WINTON Last 


Style 829 


Style 2619 
CHALET Last MONTICELLO 
Last 
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